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A customer 
can feel the 
Taper-Forged 


difference 

the second 
he heits 

a Dynalite. 


seconds later you’ve 
clinched a sale. 





He feels precise down-the-center 
balance — one of the results of True 
Temper’s Taper Forging. It avoids 
side wobble, reduces shoveling fatigue. 





Show him how the Taper-Forged 
blade gives him strength plus light 
weight: metal is thick at neck and 
shoulders for strength; medium thick 
down-the-center for wear resistance; 
thin at edges for easy penetration. 


DYNALITE 


DIRT SHOVELS 


t 
; 


Show him how the Taper-Forged 
finish makes blade free-scouring. 
Helps shovel slide into load easily, 
helps it shed the load quicker and 
cleaner. (Note turned steps for surer 
footholds, easier, faster digging.) 


So easy to sell at a price that gives 
you solid profits, the DYNALITE’s versa- 
tility simplifies your stocking, increases 
turnover. And of course it bears the 
True Temper name, backed by powerful 
national advertising in Life, The Satur- 
day Evening Post, Sunset, Farm Journal 
and other famous magazines. Check your 
stock of dirt shovels now — be sure you 
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> 
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Show him the fire-hardened, 
splinter-free handle... smooth and 
comfortable, it resists rot, weather 
and wear. If ever necessary, it can 
be replaced in eight minutes with 
True Temper straight-taper handle. 


are filled in with DyNALIreEs. Call your 
True ‘Temper wholesaler today. 

True Temper’s complete shovel line 
covers all your customers: Taper-Forged 
DYNALITE with tube shank for light 
weight; solid-shank BANTAM and Fox 
for extra-rugged, continuous use; plus 
fast-selling hollow backs. True Temper, 
1623 Euclid Ave., Cleveland 15, Ohio. 


@IRUE [TEMPER. 


... your basic line... your money line 








Some customers want the 

cheapest shovel they can buy. 
Others demand a heavier weight. 
But True Temper’s Taper-Forged 


Dynalite is the right buy for 
3 out of 5 shovel shoppers. 


Right in weight, right in price, 


and right for their work. 


The Dynalite comes closer 
to being your one basic shovel 
than any in the business. 
































WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 





YALE & TOWNE 


YALE —REG. U.S. PAT. OFF 
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Full line of Yale’ residential key-in-knob locksets 


e The Yale 5200 Series offers the genuine security of pin- 
tumbler action in plain latch, deadlocking latch and 5” 
backset latch assemblies. Entrance locks, patio, passage, 
bedroom/bath privacy locks and closet locks! In two 
designs, Litchfield and Brandywine. 


Want more facts? Circle 101, p. 97 
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NEEDHAM, MASS. 











Harold (left) and Harmon Shufro stand next to the Nicholson file display which they credit with 
raising file sales and boosting store volume in their over $100,000 annual gross retail operation. 


“We put the Nicholson display in on trial 


and now we wouldn't part with it!” 


Here’s in-store proof that Nicholson 
and Black Diamond file displays build 
volume: a statement by the Shufro 
brothers, proprietors of Allen Hard- 
ware Company, Needham, Mass. 


“Nicholson has come up with the best 
looking file display we have ever seen. 
It’s a real profit-maker for us. The 
files sell much faster...and with a 
great deal less trouble for us. Each 
customer serves himself and is ready 
with his file and his money when we 
wait on him. 


“Furthermore, each sale is bigger than 
average because the handle is sold 


OL 
ee $ 


FILES * ROTARY BURS - 
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with the file right in the skin pack. 
This display also makes a good splash 
of color on the pegboard and attracts 
attention to other tools hanging near it. 


“We put the Nicholson display in on 
trial and now we wouldn‘t part with it. 
We must keep refilling it as the files 
are sold. Packs a lot of merchandise 
into a small space, too.” 


You, too, will discover that the 
Nicholson or Black Diamond display 
is a “natural” for increasing file stock 
turn and building volume on other 
lines. Each package shows the file 


name, recommended price and uses. 


Want more facts? Circle 102, p. 97 


GROUND FLAT STOCK + 


Call your Nicholson or Black Diamond 
wholesaler and place your order today. 


Handles designed and manufactured 
by The Danielson Manufacturing 
Company—a Nicholson subsidiary. 


Here’s what you'll make with each 
48-file assortment: 


a=, NICHOLSON —_ NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 


HACKSAW AND BAND SAW BLADES ~»* 


INDUSTRIAL HAMMERS 





Contents 


MARCH 23, 1961 


NARDWARE AGE 
THE HARDWARE DEALERS' MAGAZINE 


Publication Office: Chestnut & 56th Sts., Philadelphia 39, Pa. 


Established 1855 * Published every other Thursday * Volume 187, No. 6 


UYING CHECK LIST 90 NEWS 


New hardware merchandise and sales Washington News 10 


ideas to help you increase sales. Tax cuts unlikely. Legislation to aid 


sportsmen. Federal support for more 


homes. Cautious spending plans. 
EDITORIALS ° 
' Hardware Business Outlook 12 
Get off the treadmill . . . Signs of changing tide. Another fix- 
up market boom? - Key to Father's 
The first few signs ray Day sales. Outside sales clinch big 


volume. 


TURE ARTICLES Merchandising Newsletter 14 
Pape appar, Salesmen that pay you. Setback for 
Annual Sporting Goods discounters. Freezing supplies hot. 
Merchandising Guide 55 Guides to Summer buying. 

Sporting goods sales are on the rise. 
You can get your share of this volume News of the Trade 154 
by applying the ideas and manage- Young Rebels panel set up for South- 
ment aids in this Guide to your store. ern Convention. Dungan named by 
PRO. Worthington promotes C. E. 
Baum. Supplee-Biddle-Steltz ups three 
Why it pays to specialize 118 to new posts. R. C. Tyo is DeWalt 
Door hardware proves the adage. president. 


DEPARTMENTS 
How to use personal approach 124 Convention Calendar 143 


How's the Hardware Business 144 


, New orders hold steady in J ’ 
The Madden Bill: Support grows 139 gions 23 eee aed 


Dealer ballots mount; almost every- CLASSIFIED ADVERTISING 164 
one supports this legislation. ADVERTISERS’ INDEX 166 


HA’s annual Paint & Sundries Merchandising Guide 
is a workbook of new sales ideas and management 


Coming feature aids for more profit in your most basic hardware 
category. You'll want to read and then file.the April 
6 issue for review. 


1 ROOK. Ro dy sernen Company. Officers and directors: G. C. BUZBY, president. Vice presidents, M. FAHRENDORF, LEONARD V. ROWLANDS, GEORGE 

ERT E. McKENNA; Treasurer, WILLIAM H. VALLAR; Secretary, JAMES ALAN MONTGO OMERY: MAURICE E. COX, FRANK P. TIGHE. EVERIT B. 
TERHUNE, Re RUSSELL W. CASE. JR.. CHARLES A. S. HEINLE, JOHN H. KOFRON, GEORGE E. CAME RON. Comptroller, STANLEY APPLEBY. SUBSCRIP- 
TION PRICES: United Stetes and its possessions $1.00 per year. Canada $3.00 per year. All other countries $8.00 per year. Single copies 25 cents. HARDWARE 
AGE was established in '855 succeedin embodying ‘'Hardware,"' New York: ‘Stove and Hardware Reporter,’ St. Louis; ‘Western Hardware Journal," 


and 
Omaha; ' ‘Iron Age Hardware," New. York ;, Hardware Reporter,"’ St. Louis: "Hardware Salesman,"’ Chicago; "Hardware Dealers Magazine," New York: 
Good Hardware,’ New York and i ‘Business,"” Philadelphia. 


HARDWARE AGE published every other Thursday by Chilton Company, Chestnut and 5éth Sts., Philadelphia 39, Pa 
delphia, Pa. (Printed in U. S. A.) $1.00 per year. Single copies 25¢ each. Vol. 187, No. 6. 


. Second class postage paid at Phila- 


HARDWARE AGE, March 23, 1961 © 5 
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Display ACCO Extra-Bright 


Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


* Your whole chain sales picture will brighten when you display Acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 


uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 


Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 
Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
) can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 


fibre drums if you order larger quantities of chain. 
*Registered Trademark, Continental Can Company 


cwaneerennmeeet | AMERICAN CHAIN << 
Contact your American Chain 


distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


our York, Pa., office for your Sales Offices: *Atilanta, Boston, *Chicago, *Denver, Detroit, *Houston 
, me 


* *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco . 
copy of free literature *Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 97 
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Editorial 


by W. A. Phair 


Get off the treadmill . . . 


“It’s high time we retailers recognize that we cannot be 
all things to all people. When we try to do this, we end up 
with no particular appeal for anybody. Each of us has his 
own tndividual niche in the market place. It is up to us to 
determine where we fit, who comprises our customer body, 
and then to fulfill as completely and as satisfactorily as 
possible the expectations of our particular group in our 
logical market.’’* 

. Virgil Martin, president 
Carson, Pirie, Scott, Chicago 


Mr. Martin sums up, in this brief statement, a truth that seems to 
have escaped many of us. It seems to me that too many dealers have 
jumped on a treadmill in recent years; a treadmill that makes them 
work like heck, but doesn’t get them any place. 


This treadmill is the belief, encouraged by some wholesalers, that 
a hardware dealer can beat his competition at his own game. In short, 
if we imitate the chains, we can beat them; if we imitate the discount 
houses, we can beat them. This sounds nice in theory, but it doesn’t 
work in practice. 


The chains and discounters have certain strengths and certain 
weaknesses. So do independent hardware stores. Swapping our advan- 
tages for theirs is not going to work out, any more than putting a 
tiger skin on a collie is going to make a tiger out of the dog. 


The basic strength of a hardware store is its ability to provide 
local, personalized service, accurate technical information and broad, 
complete stocks. Here is our strength, and this is what we must 
exploit. 


Unfortunately, we haven’t done too good a job of this. We seem 
to have been too busy trying to imitate our competition. A trip through 
a few stores will convince you that the product knowledge of most 
salespeople is substantially below what it should be. Most stores still 
lack an effective inventory control system to prevent annoying outs. 
Local advertising is still handled in a mechanical way that fails to 
build the local, personal image that is so important to a local store. 


In developing our own strengths, we should keep one eye on the 
competition at all times. We can never tell when the chains may 
develop a technique which, suitably modified, may be useful to us. The 
emphasis which the chains put on promotion has certainly caused a 


* Reprinted with the kind permission of the editor of Boor & SHoe RSCORDER, 
another Chilton Publication. 
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Editorial 


continued 





number of hardware merchants to alter their views on this subject. 
This is all good. But let’s not go too far. 


You just can’t convert an independent hardware store into a chain by 
the use of a few promotion ideas. The entire concept of a chain—its 
thinking, its organization—is different from the operation of an inde- 
pendent store. 


So let’s stop kidding ourselves about imitating the chains and devote 
more time to strengthening our own advantages. Let’s get off the 
treadmill and start being ourselves instead of imitation chain stores. 


The first few signs... 


The past week-end brought us two beautiful warm and sunny days. 
I spent those two days out in the yard rushing around raking, clean- 
ing up, doing last minute pruning, laying down some dormant sprays, 
checking out the garden tractor and mowers. My neighbors, I noticed, 
had the same Spring fever. 


The following Monday turned out cold and dreary and it snowed. 
My back was full of a thousand little aches and kinks. This happens 
every year at this time. You would think that by now I would know 
that the first warm day doesn’t mean that Spring is here. But I guess 
we are all optimists at heart and we jump at every little event that 
seems to say that it’s time to take off the snow tires. 


Most folks also behave this way when it comes to reading economic 
signs, especially when business is poor. The first good business news 
that we've seen in a long time turned up over the past few weeks. 
When we read this news, we had the normal reaction: Does this mean 
that the recession is over? 


While this good news is important, and perhaps significant, it can- 
not be taken to mean that the tide has changed and we are on the way 
up again. Hasty optimism can lead to unpleasant disappointments. 
Let’s not rush out, as I did last week-end, and then run into snow the 
next day. Let’s watch these developments carefully. We will keep you 
advised on the trends in all the significant business indicators; we will 
interpret these in the light of what capable observers feel. 


You have a responsibility now of reading this information carefully, 
appraising it objectively and using it in making your plans. For the 
moment, conservative optimism would seem to be the sensible attitude 
to take. In the meantime, check over the facts in the “Outlook,” on 
p. 12, and the business report on p. 144. 
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up go your profits... 
when you give 
springtime display 


ie. 
a 8 


SPOT-CORD 
4 4 and 


CS AETNA 


For Clothesline e Camping 
@ Real jump ropes e Real play ropes 


Samson Cordage Works 


BOSTON 10, MASSACHUSETTS 


Put them on your want list Now! 





Want more facts? Circle 104, p. 97 
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WASHINGTON 


“Tt 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Tax cuts? Forget ‘em... 


Hope is fading fast for any small business tax cuts. Dealers will find 
as business and the economy improve, talk of tax reductions will 
stop. President Kennedy put off the idea at first, promised to take 
another look at mid-year. If recovery seems solid by then, he will 
forget the whole thing. Some help may come in revised tax rates for 
small business investment companies. Senator John Sparkman (D., 
Ala.) pushes a bill to permit such firms greater deductions to in- 
crease lending reserves. This would make it easier for more dealers 
to get loans. 


An assist for sporting goods... 


Dealers can expect bigger sales of hunting and fishing equipment in 
the years ahead, thanks to a $25.6 million program of “wild-life 
habitat management” announced by the Department of Agriculture. 
Plan calls for planting cover vegetation on 1.5 million acres of game 
land, cleaning up game habitats on about 400,000 acres, and improv- 
ing 7000 miles of fishing streams and 56,000 acres of lakes and ponds. 
Also included: A program of selective timber cutting, improved 
access roads and careful placing of game watering sites. Congress 
and the White House favor the program; could make it even bigger 
next year. 


Helps for home owners .. . 


Home building and, more important to hardwaremen, home improve- 

ments are due for a boost in the months ahead. President Kennedy 

has made a number of recommendations for a stepped-up program 

of low-cost home building, including more liberal lending policies. 

Other straws in the wind include proposals for extended GI home 

loan benefits. Representative Bob Casey (D., Texas) has introduced 

a bill (H.R. 5082) to permit home owners increased tax deductions . 

for home and property improvement. Casey says the measure will ay : 
benefit hardware stores and all phases of the building and construc- 

tion industry. 


‘Let's wait and see .. ." 

Results of the Federal Reserve Board’s latest “quarterly survey of 
consumer buying intentions” show families are still cautious about 
spending plans, at least until mid-year. Nearly 19 percent of families 
interviewed report less income than a year ago. Only 4.4 percent say 
they plan to buy new television sets, 5.5 percent plan for a new 
washing machine, 3.7 percent will buy a new refrigerator “between 
now and the end of June.” Plans are less optimistic than a year ago 
but running about the same as in early 1959. 
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No. 9 


World's smallest lami- 
nated padlock! 3,” lam- 
inated steel case. Strong 
warded security. 


35¢ Retail 


No. 10 


Laminated 1” steel case. 
Strong warded security. 


50¢ Retail 





Laminated 1%.” steel 
case. Strong warded 
security. Brass locking 
lever. 


65¢ Retail 
No. 22 


Laminated 1%” steel 
case. Spring warded 
locking mechanism. 


50¢ Retail 
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Laminated 134” steel 
case. Multi-spring 
warded locking mech- 
anism. 


75¢ Retail 


Master's most famous security feature is incor- 
porated in these fast-selling, popularly priced 
padlocks: laminated hard-wrought steel plates, 
riveted under tremendous pressures, form a case 
stronger than a solid block of steel. Hundreds 
of everyday uses make them year ‘round 


profit-builders. WEG, Padlocks 


ORDER FROM YOUR WHOLESALER WORLD'S ‘STRONGEST 


Master [ock Company. Milwaukee 45, Wis. ¢ 


Want more facts? Circle 105, p. 97 
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HARDWARE BUSINESS 


outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


ls the tide changing? Perhaps... 


First hesitant signs of an upturn in business were visible in the 
past few weeks. Economists warn that the signs are still not strong 
enough to assume the tide has turned, but the advent of favorable 
news for the first time is an optimistic sign. Among these favorable 
developments are: Labor Secretary Goldberg’s prediction of an 
upturn in April, in spite of continued high unemployment for a 
while longer; homebuilders expect a better year; industrial buyers 
are placing more orders; non-automotive steel orders are increasing, 
and should a pick-up in new car sales come with the arrival of 
Spring, the steel industry as a whole should provide a strong stimu- 
lant toward recovery. These developments, coupled with anti-re- 
cession measures by Washington, strengthen prospects for the 
expected mid-year business upturn. 


Sell group sports for more sales... 


Watch for stepped up efforts this year to build sporting goods sales 
outside the store. Rapid growth of many group sports is opening 
new sales opportunities. Little League baseball and football, and 
American Legion teams loom large in this market. Also, most offices 
and plants have some sports activity. An organized non-professional 
team will spend an average of $25 to $200 per player for equip- 
ment. Competition sometimes gets rough in this field, but dealers 
are finding these extra sales a means of helping to make up losses 
in some store sales. Pages 78-79 will help you sell this market. 


Another fix-up market boom? ... 


Is the fix-up market ready to boom again? Many signs indicate the 
slowdown in business may result in stepped up do-it-yourself repair 
jobs. Example: Home Improvement Council says the average home 
owner will spend $385 improving or modernizing his home in 1961. 
That’s $2 for fix-ups for every $3 spent on buying new homes. Much 
of this spending will go into do-it-yourself projects, resulting in 
bigger demand for paint, builders’ hardware, tools, fasteners, elec- 
trical and plumbing items. Demand for most material should peak 
during Summer-Fall when most exterior repairs are made. 


Women hold key to more sales... 


Look for more emphasis on women customers this Father’s Day. 
That’s a tip from the experts. The Father’s Day Council figures that 
mom will buy about three out of every four gifts for dad; total 
sales will near the $1 billion mark. Many of the items you sell will be 
popular gift choices—if you promote and identify them as suitable 
gifts. Now’s the time to key-up your sales people on suggestion 
selling to women, and to work this idea into your advertising and 
displays. 


... Turn to page 144 for more news of How’s the Hardware Business. 
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SHOULD YOU reauce 


SUPT says NO! 


Quality Tools 
Since 1850 





Any way you look at it 
cut list prices and cut profit margins 
cost you profit dollars. 


You don’t have to cut prices and profits on 

‘“*Snap-Cut”’ tools in order to sell them. Top 

quality merchandise can and should be 
® sold at full profit. 


““Snap-Cut” Special Promotions permit 
Qual ity smeYe) (but don’t require) you to meet reduced 


Since 1850 list prices and realize the same profit mar- 
gin offered to you by others. 





Ask your wholesaler about our No. 1 Profit Pak, 
our No. 2 Profit Pak, and our No. 974 Merchandiser. 


SEYMOUR SMITH & SON, ING., Oakville, Conn. 


Want more facts? Circle 106, p. 97 
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MERCHANDISING 


newsierer 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


EVER CONSIDER HIRING SALESMEN WHO PAY YOU FOR WORKING? Lots of stores 
are doing it, and liking it. There's a growing trend to outside 
Salesmen who work for various home improvement specialists, but 
operate as a lease department in stores like yours. They pay well 
for the privilege. As part of your operations, they share your 
goodwill and advertising. Your ads and displays draw the leads. 
You handle cash and credit terms. Leads are farmed out to the 
specialists who do the work. Some 85% of leads produce sales. 
Your profit: About 15% of sales. Caution is urged in selection of 
outside Specialists because your goodwill is at stake. 
































FREEZER SUPPLIES ARE A HOT, LOW-INVESTMENT SECTION. If you're weak in 
this line, investigate it now. You can figure 40% profit 
margin, fast turnover, and average multiple sale units in the 
$4-$5 range. Many items are in the under-$l impulse-sales' 
bracket. For example, in a manufacturer's recent offering, you buy 
a fully stocked floor display unit for about $92 that returns 
about $150 at retail. A smaller shelf unit costs only $30, with a 
40% profit margin. Most new refrigerators include freezers. And 
Separate freezers are gaining steadily in acceptance. Special wrap 
and pack materials are "musts" for consumers who use freezers. 
Product knowledge a must for you. 





























SEEK OUT NEW TRENDS IN YOUR SPRING-SUMMER MARKET VISITS. Double-check 
offerings in these areas: Pole towel holders for bathrooms; 
aluminum Christmas trees; and games, kits, and hobbies for adults. 
Interest is surging in all of these. Towel poles at $5 to $10 are 
Sales sizzlers now. Some 3.5 million aluminum Christmas trees 
will reach the market this year, remarkable in view of their 
newness. Games and hobby kits for bored, nervous, or retired 
adults have doubled in sales in recent years, say many manu- 
facturers. 





























YOUR PRICE SLASHING COMPETITORS MAY BE IN FOR SETBACKS. These rivals 
who cut prices to the bone ("limit one to a customer") are living 
on borrowed time. In New Mexico, for example, it has just become 
unlawful for merchants to limit the number of items any one person 
can buy at a special advertised price. Selling below cost is 
illegal now in some states, and other states are considering such 
legislation to protect smaller stores from irresponsible giants. 
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Storm and screen door 


hardware 
REPUNCEMENTS 


ye aeet Oe ratoore rd 


mec | THE DEMAND! 
FOR REPLACEMENT OF STORM & SCREEN DOOR HARDWARE 


BECAUSE oF THE ADVENT OF ALUMINUM STORM AND SCREEN DOORS, 
WOOD SCREEN DOOR HARDWARE IS BECOMING OBSOLETE. 


MEET THE DEMAND FOR ALUMINUM DOOR 
HARDWARE. 


1. THE DEMAND FOR REPLACEMENT UNITS. es 
In the last ten years, Security has been the leader in supplying the original 
aluminum door manufacturers, and has sold 35,000,000 hardware units 


for aluminum storm, screen, and jalousie doors. New replacement units 
are needed and ONLY SECURITY can replace them! 


Security's Display Panel shown above encourages the impulse buyer, 
conscious of the need to replace worn units. AVAILABLE FREE, all you pay 
is for hardware attached. Just send in request today on your own station- — 
ery or order from your jobber. 


2. THE DEMAND FOR NEW HARDWARE... 


For your self-service Hardware Dept., Security provides individually plastic 
skin packaged hardware... locksets, knobs, door closers, crash chains, 
- etc., on strikingly designed cards... to capture the. customer who wants 
; to modernize his doors with accessories of contemporary designs. Con- 
venient to handle... easy to sell. Security can deliver promptly the large 
supply you will need to MEET THE DEMAND. 


TAKE ADVANTAGE OF THE TREMENDOUS PROFITS IN*>THE MARKET | 


SECURITY CREATED. 
aSeConTTy} 


STORM LOCK AND HARDWARE CORP. 
1515 Hart Place, Brooklyn 24, N.Y. Hickory 9-4300 


WORLD’S LARGEST MANUFACTURERS OF STORM AND SCREEN DOOR HARDWARE 














BUILT FOR A HARD DAY’S WORK! Large loads of all shapes 
and sizes are a cinch to load into the Kombi’s roomy 170-cubic- 
foot carge compartment, through the wide double side doors. 
The Kombi can accommodate 1,786 pounds of cargo—yet 
achieves this strength without an extra inch or ounce: it weighs 
only 2,326 pounds. Mr. Deutch’s Kombis work 305 days out of 
the year. With all three seats in place, the Kombi is a sporty 
station wagon that carries nine people comfortably. 


14 FEET OF EFFICIENCY! 14 feet long, the Volkswagen 
Kombi is easy to maneuver in traffic, parks where other trucks 
cannot. Then, at curbside, the Kombi’s low floor and wide side 
doors are just right for loading and unloading. And the Volks- 
wagen is functionally engineered from bumper to bumper, end- 
ing in the brawny air-cooled rear engine, which needs no water 
or antifreeze because there’s no radiator. 


ompany finds hardware and hard work 



























































3 VW Kombis do the work of 5 other vehicles 


Nine months ago, Harry’s Hardware, a fifty-year-old 
New Orleans, Louisiana, firm, replaced its 3 standard 
14-ton trucks and 2 station wagons with a fleet of 3 
Volkswagen Kombi Station Wagons. Mr. Sidney 
Deutch, president of the company, reports on their 
experience: 

“The Volkswagen’s economy and efficiency are 
pretty amazing. Our 3 VW Kombis have done the 


delivery work of the other 5 vehicles we previously 
used—and have done it better, too. 

“The Kombis have averaged 22 miles to the gallon 
through 38,059 miles of heavy city driving. And 
they’ve cost only 1.31¢ per mile for gas, repairs and 
maintenance. They handle beautifully in traffic— 
park in spots a standard )4-ton can’t. Load and un- 
load a lot easier, too. I figure we’ve saved about 40% 


Want more facts? Circle 108, p. 97 
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©1961 Volkswagen of America, Inc. 


0 together—in a Volkswagen 


per vehicle with the VWs, both in initial cost and 
day-in, day-out operation.” 

This report of owner satisfaction is repeated over 
and over again and explains why there are now over 
110,000 Volkswagen Trucks in the U.S. Volkswagen 
is the advanced truck idea that’s been proven on the 
road for the past 11 years. 

Are you ready for a VW Truck? You are if you 
want a truck that costs less to buy, less to operate, 
and less to service. The suggested retail price of the 


VW Kombi (East Coast Port of Entry) is $2,095 (West 
Coast $2,215). To help you make the right decision, 
talk to your Authorized Volkswagen Dealer soon. 
Ask for a demonstration. And get your free copy of 
the 60-page illustrated booklet—‘““The Owner’s View- 
point.”” It documents with facts and 

figures VW ‘Truck performance and 

owner experience in a wide variety of 

businesses. It shows what you can ex- 

pect to get from Volkswagen too. 


Want more facts? Circle 108, p. 97 
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the odds are 4 | now... 


you'll sell more 


CHANNELLOCKS 


Your CHANNELLOCK sales 
opportunities are better 
than ever... 5 times bet- 
ter. Here's why. Now you 
can offer your customers 
their choice of 5 distinct 
sizes of CHANNELLOCK 
Pliers. The wider their 
choice, the surer your sale! 
Best of all, each member 
of the CHANNELLOCK five- 
some is an_ established 
fast-seller .. . hundreds of 
thousands of them are sold 
every year. Show ‘em all 
five ... and you'll sell all 
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No. 430 
Big Champ 


: ee | No. 440 
POST ee... Ma Grip- Master 


No. 420 


CHAMPION DeARMENT TOOL CB Multi-Purpose 


Meadville, Pennsyi 
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Now ta your Tum Ur cash ~—— 
on there Big Ticket itema! ~ 





If your customers still have to go elsewhere to buy Berger Transits and Levels, 
you're missing a big profit pay-off. The people who buy their tools and building 
supplhles from you—builders, contractors, maintenance men, farmers, do-it-your- 
selfers—need surveying instruments—want Berger Instruments. Why not cash 
in, as so many others have, on these big ticket sales? Selling time, writing sales 
checks, wrapping and bookkeeping cost no more than for many “penny” items. 
And there’s no competition from discount and premium houses. 

Start with a few on a trial run. The investment is small; your dollar return 
is large, and you can choose from the complete nationally advertised Berger line. 
Fill in and mail this “big ticket” today to C. L. Berger & Sons, Inc., 

55 Williams St., Boston 19, Mass. for information and discounts. 


Address 























td 


MASTER BUILDER CONVERTIBLE 
TRANSIT-LEVEL — Model 320 


SERVICE TRANSIT-LEVEL 
Model 143 


SPEED-A-LINER BUILDERS 
TRANSIT-LEVEL—Model 200 





Reinforced one-plece yoke frame. 12- 
power. Fine motion controls on horl- 
zontal circle aad telescope. Telescope 
and plate vial. $99.95* 


18-power optical system. Horizontal 
circle; vertical arc. Plate and tele- 
scope fine motion controls. Built-in 
sunshade. $112.50* 


22-power telescope; coated optics, 
3-ft. short focus. Horizontal circle and 
vertical are read to 5 min. Sliding 
bor-type level lock. $229.50* 





tas w 


HEAVY DUTY 12” DUMPY LEVEL 
Model 150 


24-power coated optics. Dust pro- 
tected horizontal circle and vernier 
reads to 5 min. Rugged, accurate cen- 
ter construction. $174.95* 


SPEED-A-LINER DUMPY LEVEL 
Model 190 


18-power Internal focusing telescope. 
Circle reads In degrees. Built-in sen- 
shade. 4-serew fully enclosed, dust- 
proof leveling head. $69.95* 


SERVICE DUMPY LEVEL 
Model 110 


12-power. Horizontal circle reads in 
degrees. Micrometer tangent screw 
and clamp for ‘‘on target’’ pointing. 
Undersiung level vial. $59.95* 


~-@ BERGER 


Engineering and Surveying instruments... Since 1871 





*Prices include stiff leg tripod, plumb bob and case—F.0.8. Factory 
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® SAWSMITH 


with ADD-A-TOOL 


the radial arm saw that does MORE 





ADD-A-BANDSAW ADD-A-BELT SANDER 


MORE PROFIT...MORE POTENTIAL! This 
big ticket sale takes little more time to close than a 
small sale . . . offers bigger initial profit plus bonus 
profit on SAWSMITH accessories and Add-A-Tools which 
make SAWSMITH a “complete shop.” 


MORE SALES APPEAL...MORE FEATURES! 
Easy to show. . . easy to sell . . . easy to use! 
SAWSMITH does the work of a whole shop full of tools 
from a single power unit . . . a single stand! No other 
power tool provides so many practical features. Says 
“Can Do” to amateurs ... “Fine Tool” to craftsmen! 


MORE SALES SUPPORT! More than 20 million 
readers will see sAwsMITH advertised in Saturday 


ADD-A-jJoINTER 


ADD-A-PaAINT 
SPRAYER-COMPRESSOR 


Evening Post, Better Homes & Gardens, True, Popular 
Science, Mechanix Illustrated and Popular Mechanics. 
Millions more will see it on TV nationally. In addition, 
SAWSMITH offers materials for local advertising: ad 
mats, radio scripts, TV films, Sawdust Parties with 
special demonstrations, sales training for your store 
personnel . . . backs up your local programs with 
liberal co-op allowance! 


MORE PROMOTION! sAwsMiTH promotes 12 
months a year! Special offers make customers of pros- 
pects ... special plans make purchase easy . . . special 
displays keep saAwsMITH out front. SAWSMITH goes 
from promotion to promotion ... creates year round 
interest, sales and profits. 





First of the Powerful SAWSMITH Promotions of 1961 


SENSATIONAL SALE OF SAWSMITH ACCESSORIES 


Begins February 15th 


Offers your customers savings up to $45.00 
AT NO COST TO YOU! 


This program is dynamically designed to increase traffic and stimulate sales in 
your store. Offers the customer BIG SAVINGS on sAwsMITH merchandise. Acces- 
sories sold in this sale replaced by Yuba at No Cost to You! Promotion will be 
featured in every national sawsmiTH ad. MORE. . . special “window-dressing’; 


special store displays, colorful salesmens’ helps! 





SEND FOR FRANCHISE DETAILS NOW 


Tear a corner... ANY CORNER... from 
this ad, staple to your letterhead and 
for prompt reply, mail to Dept. RHA-361. 














CHOICE OF 
ANY 5 
1¢ EACH 


e Reg. $8.20 Tool Rest 
e Reg. $9.55 Set of Lathe Chisels 
e Reg. $9.95 Drill Chuck 
e Reg. $8.95 Set of Auger Bits 
e Reg. $7.95 Molder 
or many other valuable 
accessories to choose from 
select 


or 
e Reg. $39.95 Cabinet Base for 
only 5 pennies 











YUBA POWER PRODUCTS, INC. 


800 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Want more facts? Circle 111, p. 97 A 
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You can have a complete 


CRESCENT TOOL DEPARTMENT 


in 25 square feet of wall space! 


Designed for any standard Pegboard* panel having 
quarter-inch holes, these colorful, eye-catching displays 
are so compact as to make possible a complete Crescent 
Tool department in a 25 square foot area. Rigid con- 
struction with long tool hooks provides generous stock 
Capacity in small space. 

Each of the 18 units illustrated above comes in its 
own individual carton; fixture and tools complete. Each 
unit is priced at the cost of tools alone...no charge 
whatsoever for the mounting fixture. Only fast turnover 
tools are included, conforming closely to NRHA in- 
ventory recommendations. Your jobber can give you 
complete information. See him soon. 


*Pegboard is a registered trademark of the Masonite Corp. 





DOUBLE PRONG FASTENERS 
prevent damage to Pegboard* 


Re eR” 9. ie naan nnn 
CRESTOL VY 
WRENCHES 





Retail prices printed on strips. We 
supply new ones for price changes. 


Sty (f lhe A HEAW 
Symbol if Crccllene 


Crescent is our trade-mork, registered in the United Stotes and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 112, p. 97 
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"Bait Your Line with 
SIMON Ds 


SAWS and FILES 


and See the 
Action You Get! 





CHROME-PLATED SI-CLONE SAWS 


ths 


: 


+ 


Ha\_ Go “CRESCENT GROUND” CROSS-CUT SAWS 
? \ , 
“RED TANG” FILES KES : A. 


“346 GG 's) 
Seen 


When you’re “casting”’ for customers, 

it pays to offer them quality products 

they know — quality products you 

know will give complete satisfaction! With SIMONDS new 

Chrome-Plated Si-Clone Saws, the Simonds line is more 

profitable than ever for jobbers and retailers to handle 

and sell. Spring, summer, fall, winter — there’s no 

‘“‘season’”’ to limit the sales of popular Simonds “Red 

Tang’’ Files, ‘‘Red End’”’ Hack Saw Blades, Saw Bits and 

Shanks and Cross-Cut Saws. “‘Bait”’ your line the year 
around for profitable, volume business with Smmonps! 


Factory Branches in Boston, Chicago, Shreveport, Lo. 
San Francisco and ‘Portland, Oregon 
Canadian Factory in Montreal, Que. 


Want more facts? Circle 113, p. 97 
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Du Pont Announces... 


NEW PROGRAM TO HELP 
YOUR SALES OF HIGHER: 
QUALITY PAINTBRUSHES 


New Du Pont promotion 
in leading magazines 


DONT SPOIL YOUR gives consumers a guide to 


ature, 


ee 


NEXT PAINT JOB | higher-quality paintbrushes POST 5 
BEFORE YOU BEGIN | 


RBS aa Ae, abn ote Up to now, there has never been a visual guide 
Sf ARN EAR thre LONE = to determine quickly and easily the better-quality 


as ee < oe he OTL OED RED tnceene © 





Stintenacasrteraaieteiees : ae = paintbrushes. With the wide variety of paint- 
ete eeeccee f | brushes available... differing in price and 
nana nniwmnvon i: Quality... consumers will welcome a guide to 


‘Then be sure they are filled (00% with tapered TYNEX nylon fiterment 


ve nnn nen hn the better-performing brushes. 


| = Now, leading manufacturers are using the new 
Du Pont “‘seal’’ on their higher-quality brushes to 
indicate they are made 100% with tapered 
TyNEx® nylon filament. This bright red-and-white 
seal and the brushes it appears on will be widely 
publicized during the painting seasons of 1961. 


‘“‘Don’t spoil your next paint job before you 
begin,’’ the theme of Du Pont’s big new adver- 
tising campaign, is designed to sell painters on 
the importance of buying higher-quality brushes 
filled 100% with tapered Tynex. Millions of 
people will see these ads in THE SATURDAY EVENING 
POST, BETTER HOMES AND GARDENS, AMERICAN HOME, 
POPULAR MECHANICS and MECHANIX ILLUSTRATED. 


Great opportunity to trade up your customers. 
These higher-quality paintbrushes will mean not 
only more satisfied customers, but also more 
repeat sales and more profits for you. So don’t 
miss out on the biggest paintbrush promotion 
ever. Order a variety of sizes of higher-quality 
paintbrushes made 100% with tapered TyYNex 
and display this seal of quality today! 

Want more facts? Circle 114, p. 97 
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DU PONT. 
TYNEX” 


TAPERED TYNEX® NYLON FILAMENT 


IS MADE FOR 
QUALITY PAINTBRUSHES 


DU PONT 


wk pare? xe MOG aP Ie: A 
> ae bee 
SS One <@ Xe KACO ROD 
i a i Fae 


E. |. du Pont de Nemours & Co. (inc.) 
Polychemicals Department 
Wilmington 98, Delaware 


aU PONT 


REG. ¥. 5, PAT. OFF 
SETTER THINGS FOR BETTER LIVING 
. THROUGH CHEMISTRY 


Want more facts? Circle 114, p. 97 ; 
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“(dth 
Ann Ivelsaly 


P35 


QUALITY GUNS AND+ 


The name“ Daisy” hasmeant ReBGun_ Birthday BeB/Gun Contest advertised 
and Toy Gun leadership since 1886. nationally in May, June and July— 


| Now, in 1961, Daisy provides a coor- 22,750,000 comic book and Boy’s Life 
—_ dinated new series of national promo- ads. Cooperate and cash in. Carry a 
7 Ss 86-] 967 tional packages to increase your sales complete stock. Ask your Jobber or 
during this 75th Anniversary Year. write us for facts on Special ‘‘175”’ 

Starting off will be a 75th Diamond Deal Assortment expiring May 1. 


DAISY MANUFACTURING COMPANY, DEPT. 3331, ROGERS, ARKANSAS, U.S.A. 


Want more facts? Circle 115, p. 97 
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EVERYTHING HINGES ON HAGER...U.S.A.! 


SUPPLIES FAST SERVICE T 


LANTA 
LOS ANGELES 34 Permalume 


818 Santa Fe Avenue 94.6753 A : 
MAdison 9-2653 3 


If you’re on the spot for fine hinges 
and other builders’ hardware, tell your 
jobber to phone or wire HAGER! He can 
pick up or obtain delivery direct from 
the Hager warehouse nearest him.., 
often overnight! 


Eight Modern Warehouses— 
coast-to-coast—each fully stocked 
with the complete Hager line 
Each warehouse is strategically 
located near rail and motor 
terminals and airports 

Think Hager first TO GET IT THERE, FIRST! If the situation requires, drop 
shipments to fill an unusually hot 
order can also be made from 
other Hager warehouses 
Most emergencies—to cities of 
25,000 population or more—can 
be met with overnight delivery 


EVERYTHING HINGES ON C. HAGER & SONS HINGE MANUFACTURING COMPANY,.ST. LOUIS 4, MO 
, IN CANADA + HAGER HINGE CANADA LIMITED, KITCHENER, ONTARIO 


Want more facts? Circle 116, p. 97 
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has a problem 





PEeNNUERNON 


Whether your customer is the victim of an 
errant snowball, a builder who needs glass in 
a hurry, or a home repair contractor, he’ll be 
back with repeat business if you stock qual- 
ity PENNVERNON Window Glass. Here’s why: 

Availability: he’ll know he can always get 
what he needs from your store because 
PENNVERNON is available in a complete range 
of sizes and varieties. Quality: PENNVERNON 
is more than just ordinary window glass. A 
unique Pittsburgh Plate Glass manufactur- 
ing process gives PENNVERNON a brilliant 


surface finish on both sides of the sheet and 
remarkable transparency. Service: You can 
always get quick delivery from your Pitts- 
burgh branch or distributor, so you don’t 
have to carry big inventories. Promotional 
help: he can supply you with a full line of 
sales aids, including signs, labels, counter 
cards, decals, give-away folders and ad mats. 
There’s a Pittsburgh Plate Glass Company 
branch or distributor near you. Pittsburgh 
Plate Glass Company, 632 Fort Duquesne 
Boulevard, Pittsburgh 22, Pennsylvania. 


* Pittsburgh Plate Glass Company 


G 


Paints + Glass * Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


Want more facts? Circle 117, p. 97 A 
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... you have the solution... 


the world’s finest 
window glass 





..and shipped in 24 hours! 


Within 24 hours after it’s received, a stock Kwikset 


lockset order is filled...and on its way! 


This unparalleled service is made possible by Kwikset’s 

tremendous production capacity, complete 

kwikset Vit 4s sh $ warehouse stocks, amazing electronic order processing 
® systems, and, most important of all, a desire to 


give our customers the finest service possible. 


America’s Largest Selling You get locksets when and where you want them 


without troublesome delays. You need not maintain 


Residential Locksets 
large inventories, your stock turnover is faster assuring 


greater profits, and your own delivery promises are kept. 


You can depend on Kwikset... first in sales and service. 


KWIKSET SALES AND SERVICE COMPANY «+ A SUBSIDIARY OF THE AMERICAN HARDWARE CORPORATION * ANAHEIM, CALIFORNIA 





YOU SELL MORE BULBS... (iim 


MAKE 16% MORE PROFIT... 
WHEN YOU CARRY 
WESTINGHOUSE NEW SHAPE BULBS 
ITS THE COUNTRYS FASTEST SELLING BULB! 


First in sales: Retailers from coast to coast 
report that in 1960 Westinghouse New 
Shape Eye Saving Bulbs outsold old- 
style bulbs by more than 2 to 1! Proof the 
greatest demand is for New Shape Bulbs 
... proof they give the best light for 
seeing ever developed! 


First premium profit maker: New Shape 
Eye Saving Bulbs are the first to offer 
the faster turnover of a best seller—plus a 
premium profit (16% more) on every 


First with this Maximum Profit Plan: 
Whatever size or type store you have—or 
brand you carry —there’s a Westinghouse 
Maximum Profit Plan that will help you 
boost sales—and profits—beyond any- 
thing you expected from old-style bulbs. 
For more information call your local au- 
thorized Westinghouse Lamp Agent or 
nearest Westinghouse Lamp Division 
Sales Office. 


Westinghouse 


Westinghouse Lamp Division, westingnouse Electric Corporation, Bloomfield 2, W.J. 
Want more facts? Circle 119, p. 97 


The Westinghouse Lamp Lighter 
demonstrates New Shape Eye Sav- 
ing Bulbs on the Westinghouse 
Playhouse, NBC-TV. 
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IMPULSE SALE 
PECIAL 


ORDER SEVERAL “DC-6” 6-PACKS 
TO EXPAND YOUR SCALE SALES 


You Get—FREE COMPACT W-2 ‘‘Impulse 
Sale’’ DISPLAY... for counter...window...or 
floor displays—6 PACE-SETTING COUN- 
SELOR SCALES in 3 most-wanted designs: 


East | West 







































3—*#222 VALUE LEADER 








Scales (White, Pink, Black) 
each retails at.......... $ 6.95|$ 7.45 
2—*#500 CITATION Scales 
(White, Pink) 
each retails at.......... $ 8.95 /|$ 9.45 
1—*566 SPACE-SAVER 
Scale (White) 
PORN Gs Hcedvcdewcscne $11.95 | $12.45 
TOTAL RETAIL VALUE $50.70 | $53.70 
Free W-2 Display if Be: | $30.42 | $32.22 
holds two scales. Stand the Space-Saver YOUR PROFIT (40%) $20.28 $21.48 
Scale beside it to sell its popular Stand- 
Out, Stand-Up feature! plus your free permanent display that will 


keep on selling for years! 


OIE RE EEE Re ES Se ae 
COUNSELOR 6-PACK PROMOTION 


to bring you impulse sales from scales! 


DURABLE, SELF-SELLING DISPLAY to yourself that a Counselor scale sells itself. 

Take advantage of this offer to order several... 3 HOT, SELF-SELLING DESIGNS—Styles and colors 
e FOR REMINDER DISPLAYS—To win you additional for bedroom or bath—all with Counselor’s famous 
impulse purchases when located in traffic areas. self-leveling accuracy on any surface and easy-to- 


e AS WINDOW DISPLAYS—A compact window re- read 300-Ib. dials. Quick-selling selection of prices 


minder that your store is headquarters for famous 2nd features—from value-packed Value Leader to 
Counselor scales...draws customers in. the industry’s first stand-up scale, Space-Saver— 


the pace-setter in style and performance. 
e TO INTRODUCE COUNSELOR SCALES—If you’re 
not yet carrying Counselor scales, this compact ORDER NOW FROM YOUR JOBBER...AND START 


“scale department” display is a great way to prove REAPING YOUR EXTRA IMPULSE SALES! 














THE BREARLEY CO., ROCKFORD, ILL. 
Want more facts? Circle 120, p. 97 
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AND FOR 


Shown above, left to right: TOP TURNOVER 
» INFRA-RED BROILER 8970 Products bearing the EVEREDY name have thon tin 


« SQUARE, KING SIZE KAKE more value, more quality, more customer appeal 

SAVER 9915 | ... and they’re priced right for fast sales. This is > 
SWIRL KAKE SAVER® 9905 Everedy’s business — specialization and con- \ | ver 
CRYSTAL BALL LAZY z 


SUSAN 8880 centration in a fine group of hostess aids. 


— SIZE KAKE SAVER® Whatever housewares lines you now carry, you fee d 


should add EVERED Y items. They’ll really Crafted in gleaming chrome 


‘ . ith black hard d 
boost your profit picture with long mark-ups and handles, leather thongs, 


protective shields an 


KING SIZE KAKE-TOTER fast turnover ... plus profit in your cash regis- die-cast chrome chessmen 
9920 . 9 elegant 3, 4, 5 and 6 
‘TATER BAKER® (and Bun ter. To prove the point, add several EVEREDY 


CAMEO CANISTER SET 
8830 





piece sets 


. ? 2 exciting new items: 
Warmer) 8590 items. You'll see for yourself. seme by ee 
Turner and Tongs — 
available on individual 
display cards 


Looks like more... Gives you more... EVEREDY oe 


THE EVEREDY COMPANY, FREDERICK, MD. « Craftsmen in Chrome and Stainless 
Want more facts? Circle 121, p. 97 
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It’s here! 
Amazing new 


~PRESTONE” brand 





CAR SPONGE 


The magic self-polishing sponge 

Deep WAX your car in minutes... - - with “the wax you wash on. 
as you WASH it/ Washes clean and waxes deep... 

renestONe both jobs at the same time. 


ONCENTRATED 


WASH andWwAxX 


CAR SPONGE 


| ] WASH... wax 
Loaded with DETERGENT and : b Set WaK 
MAGIC. SILICONE - WAXES . Y ff oT 
Rhee Ad ee 























24 Sponge 
floor-stand 
displayer. 


AND WE'RE BACKING YOUR SALES WITH 
the big blue chips of network TV 


NAKED ASPHALT TALES OF ADVENTURES 
OUTLAWS ; EYENNE 
CiTy JUNGLE es WELLS FARGO ne - IN PARADISE 


ANTICIPATE THE BIG DEMAND! ORDER NOW FROM YOUR DISTRIBUTOR. 


“Prestone” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY . Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N.Y. 


Want more facts? Circle 122, p. 97 
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BERETTA delivers the 
winning sales combination 


for 1961... 


S YY 0° 
\S 
Pnbo] of Satis” 


Highest Quality and Greater Advertising 


Combine Beretta’s 280 year reputation for quality craftsmanship to Beretta’s 
full line, with a stepped-up, more powerful advertising program, and you come 
up with an unbeatable combination! This is the year you'll make more Beretta 
sales, realize more Beretta profits. Plan now for your big year with Beretta. 


25 Cal. 
Panther 


Panther Blue . 


Panther Blue with Pearl Grips pe 


Panther Chrome 





Panther Chrome w/ Pearl Grips aS 


Panther Chrome Engraved 


Panther Chrome Eng. w /Pearl Grips . 


The biggest national advertising pro- 
gram in Beretta History. Big space ads 
month after month in leading outdoor 
publications. 


25 Cal. 
Jetfire 


Jetfire Blue .... List: $33.50 


Silver Hawk 


BERETTA FEATHERWEIGHT SHOTGUNS 


Silver Snipe Over & Under List: 12 Ga. $174.75 20 Ga. $183.50 
Silver Snipe Vent Rib Over & Under 12 Ga. $209.75 20 Ga. $218.50 
Gold Snipe Vent Rib, Auto Ejectors 12 Ga. $263.75 20 Ga. $278.75 


Silver Lark Gas Auto, 30, 28 or 26” Barrels, 12 Ga........................ List: $139.75 
Gold Lark Gas Auto, Ventilated Rib, 12 Ga... List: $176.25 


Silver Pigeon Pump, 32, 30, 28 or 26” Barrels, 12 Ga...................... List: $ 91.25 
Gold Pump, Vent Rib, Fine Engraving, 12 Ga. List: $139.75 
Ruby Pigeon Pump, Vent Rib, Rich Engraving, 12 Ga... ... List: $274.75 


Silver Hawk Dbl. Bbl. (30, 28 or 26”) Dbl. Trigger, 12, 16 & 20 Ga. $167.75 
Silver Hawk Dbl. Barrel, Single Trigger, 12, 16 & 20 a. List: $179.75 


Silver Hawk Magnum Dbl. Bbl. 12 Ga. 32” Dbl. Trigger List: $187.75 
Silver Hawk Magnum Dbl. Bbl. 12/32” & 20/28” Single Trigger......... $199.75 
Siiver Hawk Dbi. Bbl. 10 Ga. 32” Double Le ma gg : $249.75 
Silver Hawk Magnum Dbi. Bbl. 10 Ga. 32” Single Trigger.......... List: $267.25 


Companion Folding Single Bbl., 12, 16, 20, 28 and 410 Ga........... List: $ 41.95 








22 Cal. Short 
Minx M2 and M4 


Minx M2 (2” Bbl.) Blue ........................ 
Minx M2 Chrome 
Minx M2 Chrome Engraved 44.90 
Minx M4 (4” Bbl.) Blue List: = .00 
Minx M4 Chrome 2.50 
Minx M4 Chrome Engraved .......00......... 


List: S138 














Puma Blue 
Puma Chrome 
Puma Chrome with Pearl Grips 
Puma Chrome Engraved 
Puma Chrome Eng. w/Pearl Grips 





List: $44.95 








22 L.R. Cal. 
Jaguar Plinker 


Jaguar Plinker Blue (3-1/2” Bbl.) . List: = 50 
Jaguar Plinker Blue (6” Barrel) 44.95 


Other Beretta 

Automatic Pistols 

Available: 

Cougar .380 Cal. Beretta Automatic, Blue 


Brigadier 9mm Beretta Automatic, Blue 
Olimpionico 22 L.R. or 22 Short Target, Blue 





DEALER: ORDER FROM YOUR JOBBER 


For catalogs and complete information on all Beretta Shotguns, Rifles and Pistols, write: Dept. HA-3 


U. S. Representative: J. L. GALEF & SON, ING. 85 chambers st., N. ¥. 7, N.Y. 


Want more facts? Circle 123, p. 97 
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Famous Rust-Oleum. Quality in Rust-Oleum Pleasure Craft Finishes 


Over 2,500 dealers helped develop 


NEW Rust-Oleum pleasure craft finishes! 


Famous Rust-Oleum quality is now available in all-new Pleasure SS —- 
Craft Finishes to bring you new profit froth one of America’s B>WN Distinctive as your 
fastest-growing industries—the BOATING and PLEASURE L$ own fingerprint ! 
CRAFT MARKET! The man with the outboard, the sailboat, Ui 
the larger inboard—they’re all yours to sell in this dynamic 
market! 
Rust-Oleum Pleasure Craft Finishes are custom-tailored to 
your needs—NOT a long, complex line, NOT a burdensome 
line—BUT, a short, extremely high-quality, popular-color line 
that you can sell at high profit! It took a lot of study, research- 
ing, and testing to come up with the answers. For example— Made by the makers 
we invited suggestions from over 2,500 dealers. Dealers them- of famous 
selves contributed many important points to help us develop RUST-OLEUM 
a new approach in merchandising to the small boat owner! = 
Your Rust-Oleum distributor has the facts. Ask him for ’ 
complete details, or write the Rust-Oleum Corporation, 2534 
Oakton Street, Evanston, Illinois. 


Want more facts? Circle 124, p. 97 
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NEW 
PROFITS 


for you! 


Hot Dog 
Bar-B-Que 


Rotates to roast 24 hot dogs without 
splitting. No. 1019 .... $1.49 


NEW "1 
Shish Kebaber % 
Clamps to rotating ‘ = 

bar. Demountable YS 

skewers attached , 
or removed sepa- 
rately. Androck 3 
No. 3319 .... $2.98 





is corrugated clamp _ 
that grips meat 
firmly. Replaces 
spit bar. No. 19X-i 





NEW 

Spit Basket 

Rotates steak, chicken, chops. 

Cover lock device is adjustable. 
No. 1909-1 ....%3.98 


for Outdoor Cooking 
2 , ,c | e ch e: can see the practical features of these rotating items. Like 
addit lo is to the Androck line they’ll round up sales and profits in your 
ecue display. So get these rotary tools in stock, but quick! 
4 - ANDROCK — MADE BY THE WASHBURN COMPANY, WORCESTER, MASS., ROCKFORD, ILLINOIS. 
Want more facts? Circle 125, p. 97 
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A 
4 . 


Easy does it! 


H & A Rope is 
Easy to Stock 
Easy to Display 
Easy to Sell 


H & A “Blue Heart” Manila and “Red Heart” Sisal ropes are 
measure-marked for your convenience and packaged for attrac- 
tive display and easy storage. 

But that’s not enough. 


H & A takes the additional step to make sure your sales will 
increase year after year by manufacturing rope for you under 
a process that guarantees these two important characteristics. 


1. Great tensile strength—assurance of an extra margin of 
safety and life. 


2. “Live Action” that gives H & A rope a feel of quality, 
greater flexibility, freedom from kinking and ease of handling. 


In the production of “Blue Heart” Manila and “Red Heart” Sisal 
ropes, accurate, electronic controls assure maximum uniformity. 
Amazing strength and flexibility result from the use of an ex- 
clusive H & A research proved lubricant which also protects the 
rope against moisture and weather. The result—a rope that 
dealers everywhere have labeled as the rope which is easy to 
stock, display and sell in volume. 


Ask your jobber to supply H & A rope on your next order. It’s 
available in sizes and in cartons and coils to fit your requirements. 


Full Line Cordage Service 


For cordage requirements make Hooven & Allison your one-stop 
source of supply. H & A Jute and Sisal Twines, Polyethylene and 
Nylon Rope, Starter Cords and Oakum and Jute Packings, attrac- 
tively packaged to sell, are available in sizes and put-ups to fit 
your requirements. Distributed through leading jobbers every- 
where. Buy these H & A Products, and you Buy the Finest! 


FREE! Write H & A for your free copy of Ropelore. This big new 
book is full of information on knots, splicing, manufacture, use 
and care of rope. 


THE HOOVEN & ALLISON COMPANY 
Spinners of Fine Cordage Since 1869 


Xenia, Ohio 
Branches—Kansas City, Omaha, Minneapolis 





iy 


(777 ies 
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@& Junior Servi-Rak 
@® Senior Servi-Rak 


For minimum “rope” 
investment and fast 


turnover. 


Circle 126, p. 97 __ 


Spinners of 
Fine Cordage 
Since 1869 
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The Delicate Beauty of Fine Crystal 


highlighted in tumblers and pitchers by Loma. /mpu/se- 

Purchase design in Coined Cut and Ribbon Cut patterns. New Containers 
Dishwasher safe ... smooth rounded edges for extra 

safety .. . will not scratch in stacking . . . unbreakable 

in normal use. “Traffic Stopping” tumblers—5, 9 and 14 including: 

0z. sizes —10c, 15c, 19c; 2 qt. pitcher with non-drip spout 

and easy grip handle — 98c. 


LOMA INDUSTRIES 


| \ 
3000 WEST PAFFORD 5 Oz. Crystal 14 Oz. Crystal 2 Qt. Crystal 
FORT WORTH. TEXAS Clear Coined Clear Coined Clear Coined 


a = Cut Tumbler Cut Tumbler Cut Pitcher 
ashiow Crafted PRODUCTS FOR HOME AND INDUSTRY 


Want more facts? Circle 127, p. 97 
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PUSHES 
THEM PAST 
YOUR 

CASH 
REGISTER 


WITH 7 TESTED GARDEN EQUIPMENT PROMOTIONS! 


Here’s what Alcoa gives you: 
Seven tested and proven ideas 
that se/l your stock! Traffic-build- 
ing “saturation” radio spots in 
key market areas! 'T'wo full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network ‘T'V 
show, ‘‘Alcoa Presents’’! Pen- 
nants, hang tags, salesmen’s pro- 
motion buttons—the works—to 
establish you as “headquarters” 


for lawn and gardening equipment 
and information! 


SEND TODAY 
FOR YOUR FREE 
PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 





Aluminum Company of America 
1636-C Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide . . . to help me 
sell more garden equipment than ever 
before! 


Store Name = 

Address__ ~ A nies 
City. sh Zone__State____ 
Ordered by ___Title 








6 aus am au aun aap ene eam aun at 


VaALcCOA ALUMINUM 





ALUMINUM COMPANY OF AMERICA 


Want more facts? Circle 128, p. 97 
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Again in Ol.. . The Big News in 


Here are the .410 pumps you and your customers 
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SAVAGE 30 





me mee 


Sane ea 7 


For 1961, America’s complete line of firearms is stronger than ever... with new high-power rifles, new 
shotguns, new 22s, produced in a new modern plant...all designed, built and priced to step up sales 
for you! Get the facts on the news-making Savage line from your Savage distributor now! Retail prices 
shown are subject to change. 


New! 22 autos with “3-in-1” action fire all 3 sizes 


Every one of these four new 22 automatic rifles is engineered to handle all three lengths of .22 caliber 
rimfire cartridge—.22 long rifle, .22 long and high-speed .22 shorts interchangeably —without adjustment! 


SAVAGE 71 


nnn (Ae enter nn NO 
nme AA RPO 


a 


FOR ADDED SALES IN ’61, STOCK - 


Savage Arms Corporation SAVAGE/STEVENS 


Want more facts? Circle 129, p. 97 
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Firearms comes from Savage 


demanded! 


Look at the custom features! Venti- 
lated rib— usually a $30. extra. Se- 
lected walnut stock with fluted comb. 
Damascened bolt and decorated re- 
ceiver. Gold-plated trigger and safety. 
Now in popular .410 gauge for only 
$88.50! 


For the first time, the Stevens 77 is 
available in the .410 gauge so many 
sportsmen want! Smooth, fast, de- 
pendable action. Graceful stock with 
full pistol grip and fluted comb. Com- 
pares with pump guns priced much 
higher than $73.50. 


interchangeably! 


New streamlined “3-in-1” auto-load- 
ing action. Monte Carlo stock. Pours 
out up to 22 shots as fast as you 
pull the trigger. Adapts instantly for 
use as repeater or single shot. $45.95. 


A de luxe 22 automatic, with clip 
magazine that handles all 3 cartridge 
lengths without adjustment. Monte 
Carlo stock with fluted comb and 
semi-beavertail fore-end. $39.95. 


. the action that’s sold over a mil- 
lion now handles all 3 lengths without 
adjustment! Lowest priced 22 auto- 
loader with all its features. $41.50. 
The new Stevens 87-K “Scout” car- 
bine also has this famous action, plus 
streamlined receiver, desert tan stock, 
chromed fittings, gold-plated trigger. 
$42.95. 


Now...the only lever-action 
rifle in .308 and .243 calibers 








for less than $100! 


an 


SAVAGE 


99-F 


The Savage 99, a big-game rifle fa- 
mous for accuracy and dependability, 
chambered for two powerful cartridges 
that have gained great popularity. 
Same basic quality that has made the 
99 a best seller. Only $99.95. 


There’sa 99 for every custom- 
er. Models described below 
have many de luxe features. 


De Luxe Savage 99-DL, world’s 
finest lever-action rifle, with Monte 
Carlo stock, new top tang safety, new 
trigger -sear mechanism .300, .308, 
358, .243 calibers. $132.50. 


Featherweight Savage 99-F, 
lightest lever-action, big-game rifle 
made, weighs just 64%4 pounds—easy 
to tote, quick to point. Same calibers 
as 99-DL. Same new safety, trigger- 
sear mechanism. $124.50. 


sHOW-SELL @ Savage 


/FOX firearms Westfield, Massachusetts 
Want more facts? Circle 129, p. 97 
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NAKED CITY 


OUTLAWS 


ght ae Z pile = 
ae 4 i" as a5 
~ . * A 


CHEYENNE ADVENTURES IN PARADISE 


will feature “612 ~ brand, America’s 


WELLS FARGO ASPHALT JUNGLE 


best-selling Insect Repellent 


ail i | wh 


Hard-selling commercials 
drive these points home: 

“ Prevents insect bites by repelling mosquitoes, 
black flies, chiggers and gnats. 

Easy to apply—won't harm skin or clothing. 


* The only complete line — aerosol spray, liquid, 
stick, lotion. 


} PROFIT 
with this special 
O counter display for 


ORDER NOW '!Be ready for heavy spring 

and summer demand. Contact your “‘6-12” 
Brand Insect Repellent supplier for Coun- 
ter Assortment No. 190. Also available in 
Floorstand Assortment No. 191, and indi- 
vidual package units. 
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high traffic spots! 
RETAIL RETAIL 
cosT UNIT PRICE TOTAL 
12-5 oz. AEROSOL SPRAY $1.19 $14.28 
2-2 oz. LIQUID 69 1.38 
6-2% oz. LOTION 69 4.14 
6-1 oz. STICK 69 4.14 


DISPLAY BONUS — 
4-2 oz. LIQUID FREE .69 2.76 
$15.40 $26.70 


YOUR PROFIT $11.30—42% (plus Counter Display) 


| “6-12” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY 


Division of Union Carbide Corporation, 270 Park Avenue, New York 17, N. Y. 
Want more facts? Circle 130, p. 97 











AMERICA’S MOST POPULAR BIKE TIRE 


a U5, ROVAL CHAIN 


now in Middleweight size too! 





The famous U.S. Royal CHAIN tire, a “best 
seller” since 1913, is now available in middle- 
weight size. The new size retains all of the 
popular features of the Chain balloon—plus 
new speed and pedaling ease. 





Nationally advertised in 35 separate ads 
(over 5414 million circulation). Leading 
youth magazines and comic books will carry 
the U.S. Royal message in 1961 to boys and 
girls in the tire buying age groups. 


Your jobber has complete stocks of all 
U.S. Royal treads and sizes including the 
new Chain middleweight. Are your stocks 
complete? 





U.S. Royal Chain Tires 
are available in: 

26 x 1.75 

24 x 1.75 

20 x 1.75 

26 x 2.125 

24 x 2.125 

20 x 2.125 


Choice of black or white sidewalls. 








. . - Quality-Manufactured in U.S.A. by 


ere ti eae 


Pacvcit rae DIVISION + 549 est Pies | 





z Want more facts? Circle 131, p. 97 
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LITTLE 
BROWN 


JUGS & CHESTS 


SELL BIG! 


More Compact: More Efficient - Lightest Ever 


Light, super-insulated for mariners—can’t corrode, absorb moisture 
or odors. Reinforced Aluminum ice Chests with formed-plastic 
bottom, food tray, opener, drain ; Stainless Steel Faucet Jugs; feather- 
weight “Chillybin” ice chest is virtually unbreakable, 6 pounds. 


New compact line of Picnic Jugs, Ice Chests — world’s lightest and 
most efficient because of exclusive foam-light “Positemp” insula- 
tion. Smallest insulated gallon jug, under 244 pounds! Jugs, chests 
in 3 sizes. Insulated Oval Cooler—light and inexpensive, 4 gallons. 

















*Little Brown Jug and Little Brown Chest are registered trademarks. 


Sell light-but-brawny LITTLE BROWN estat: 3 
and LITTLE BROWN @F | 8 


' 
roma aliom’abaamaliele ee 
SUTU V¥ELLE Tite 


HEMP PLANT MACOMB, ILLINOIS 
THE AMERICAN THERMOS PRODUCTS COMPANY, SUBSIDIARY OF KING-SEELEY THERMOS CO. 
Want more facts? Circle 132, p. 97 
44 e HARDWARE AGE, March 23, 1961 

















LIST PRICE OF BLADES $80.80 
DEALER PRICE $53.27 
DISPLAY RACK (5.00 value) FREE 


10 HANDY HOME GUIDES 
($2.50 value) FREE 


YOUR PROFIT $97.53 








~~ DG-21 CIRCULAR SAW BLADE DISPLAY 


f/us 10 FREE HANDY HOME GUIDES! 


® Display contains 21 saw blades which fit over 60 
power saws 

® Display features cut-off, rip, planer and combination 
blades in 6” to 10” sizes 

® Display designed for minimum space—only 14” x 14” 
x 11’’—can be set on counter or hung on wall 

Watch this colorful Disston sales-building circular saw 

display change ‘“‘just looking’’ customers to enthusiastic 

buyers. Disston’s new display assortment has a blade 

for everyone of your customers—craftsmen, cabinet 

makers, do-it-yourselfers. And each blade is made of 

Disschrome to assure resistance to rust, cleaner cuts, 

and longer, sharper life. 


SpeCi/a/ Bonus OFFER 








SELECTION, — 
USE AND 
CARE OF 

FOR BENCH 


\ AND PORTABLE 
\. MACHINES 


_ eee 





10 free 32-page -Handy Home Guide booklets on selection, use, and care of 
blades included with each display unit. Completely illustrated, easy-to-follow. 


Pre-priced at 25¢ a copy—yours to sell or give away! 


Put the new NRHA approved Disston display up front; watch it build your 
profits. Order one from your jobber—ask for the Disston DC-21 assortment. 


DISSTON DIVISION PORTER H. K. PORTER COMPANY, INC. 


Want more facts? Circle 133, p. 97 
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DIALAMATIC 


6/ WAiei-a-way | NOW 
| MORE THAN A CAR WASHER — 


Put a big plus in your Spring Profit picture with 
Osrow’s exciting new window washer! Dialamatic 
Whirl-A-Way with built-in rubber squeegee pro- 
mises and delivers, professional window clean- 
ing results every time! Exclusive 4-position dial 
control selects the right combination of suds or 
clear rinse—gets windows clean faster—rubber 
squeegee ‘“dry-cleans” them instantly and your 
customers do all this safely from the ground — ft aa /* i ae 
Whirl-A-Way telescopes up to six feet...gives ai-~ 8 | Dt @igaee 
extra reach. f age igo? 


© Pistol grip with 360° swivel 
for handling ease 

¢ 4 position dial control 

© Telescoping handle 

¢ Brush spins at 1500 RPM 

© Detachable rubber squeegee 


Feature-for-feature there’s no home washer like 
Whirl-A-Way. Sells on sight and delivers a hand- 
some profit. Order today. 














































95 


4to6 Ft 


Unique “live-rubber” squeegee 
Telescoping Model 


is precisely angled for 
effortless drying action. 






Rubber grip 
handle 
swivels 360° 











=—~ Rubber bumper ~ 


on brush ~~ een 
t menace. 
4-position Telescoping siniidine 100% horsehair 
Giamatic = : from 3 to 6 feet 
suds control = at 1500 RPM 





WITH RUBBER SQUEEGEE 


Four extension handles extend from 4 to 15 feet. Has 
built in sudser, whirling brush head of genuine 








WIPE 














WITH “ 
Comfortable Extra-large horsehair pius rubber squeegee. Washes and dries RUBBER 
— pistol-grip detergent even second story windows with ease while standing SQUEEGEE 
handle chamber safely on the ground. Retails for only $14.95. 


For Full Details Call your Distributor . . . 
Or Write, Wire or Phone Today! 


RODUCTS CO., INC, « GiEN COVE, LONG ISLAND, NEWYORK 











ile 
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ESTABLISHED 1873 


ART. 583 


ART 583 


NYLON 
SEINE TWINE 
C ae 


Put your confidence in 
the QUALITY LINE... 


Vinyl Weather Stripping 
Wood Giue 

Braided Nylon Line 
Seine Twines 

Seine Cords 

Trot Lines 

Staging 

Venetian Blind Cord 
Sash Cords 

Clothes Lines 
Mason Lines 
Fishing Lines 
Starter Rope 

Jump Rope 


Bessemer St... Van 


Mop Heads 
Wrapping Twines 
Kitchen Lines 
Express Twines 
Chalk Lines 

Parcel Post Twines 
Polished india Twines 
Plastic Clothes Lines 
Jute Twine 

Nylon Casting Lines 
Manila Ropes 
Masking Tape 
Freezer Tape 
Polyethylene Ropes 


Marietta, Minn. _ 


polyethylene 
wrapped tubes 


4 oz.-8 oz.-1 Ib. 


Full range sizes 
3 to 72 


Orders of $75.00 or more, freight 
prepaid. Orders of less than $30.00 

f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Calif., Marietta, Minnesota, Dallas, Texas, 
or Waynetown, Ind. Orders of $30.00 to 
$75.00 freight allowed to $1.00 per cwt. 
Freight prepaid does not include extra 
charges incurred outside carrier’s 
regular zone of delivery. 


Cleveland Mills C 
eveland Mills Company ............ 


2644 Freewood Drive, Dallas 20, Texas * Waynetown, ind 


Want more facts? Circle 135, p. 97 A 
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move. 642K 


5-shot 
Bolt Action 
CARBINE 
with hinged, 2-position ° 
fore-end and adjustable 
Carrying strap. 
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scope extra 
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~~ Mossberg 22 MAGNUM “Chuck- 
s sters” are a tremendous success, 
praised by experts and owners 
Coast to Coast. Now the same fine performance 
in a carbine version with tremendous appeal. 
Check your stock of Mossberg “Chucksters” 
—and ask your Mossberg distributor about the 
new carbine. It’s going like wildfire! 


for accuracy 


} Oo. F. MOSSBERG & SONS, INC. 
| : / 41603 ST. JOHN ST. + NEW HAVEN 5, CONN. 


- Z * _—— —— — ~oeae geet nome ie ee at 
All prices quoted are retail. gino On 


640KS—Deluxe, 5-shot, bolt action. Selected wainut stock, 
custom hand checkered. Gold plated trigger. 

640K —Standard, 5-shot, bolt action. Most popular 22 Magnum 
in the world. Scope is Mossberg’s 4x Model 4M4, $10.95. 
620K—Single shot. Quality and construction same as 640K. A 
top loader with handy loading platform. 
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But MORE than that. Both guns can be converted to rifles 
in seconds and shoot solid ammo with excellent accuracy. 


TARGO Trap Unit Model 1A 


Here’s an accessory that adds greatly to the fun. Trap has base 
for stationary use with adjustments for 10°, 30° and 45° of 
elevation. See below. Throws miniature clays up to 65 feet. 
Or, trap clamps to barrel of gun. In this way, shooter, him- 
self, throws the targets. 
Also, this versatile trap clamps to pistol-shaped frame for 
use as spring-actuated hand trap. $14.95 


Two brand new, 22 cal., smooth-bore guns of unique and 
exclusive design. With each are included a hand trap and a 
target carrier for exciting aerial target shooting at minimum 
cost and maximum convenience. 





MODEL 


il 340TR 


7-shot, bolt action, repeater with smooth bore and rifled 
adapters, hand trap and target carrier. $39.95 





MODEL 


320TR 


Single shot, bolt action, top loader, also with adapters, hand 


$29.95 





trap and target carrier. 


NRA 22 cal. shotgun Qualification 
Course folder packed with each gun. 








A new PALOMINO? 











MODEL 402 


Tubular magazine, holds 
20 Short, 15 Long or 13 
Long Rifle cartridges. 


$68.88 


20” barrel, 20-shot tubular magazine, hand checkered stock and 
fore-end. A real beauty! Oniy 36%" over all. Wt. only 4% Ibs. 


22 cal. lever action CARBINE 
with custom hand checkering 


Shooters loved the 400 Palomino rifle. So 
here’s its companion model in carbine style. 


New...FOR YOUNG SHOOTERS 


YOUTH MODEL MODEL 173Y YOUTH MODEL MODEL 320B 


$27.95 


Special, short stock (only 124”) and short, full choke 
barrel (only 22”). A size youngsters can handle perfectly. Single 
shot, bolt action, top loader. A wonderfully safe little gun. 


410 ga. SHOTGUN 


All these new models available 
NOW for immediate shipment 
Order from your MOSSBERG 
distributor. 


430: SRP EER oO 
oN 
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22 cal. TARGET RIFLE $26.50 


Single shot, bolt action, top loader with target-quality, 
precision sights and automatic safety. Perfect for rifle instruc- 


tion and competition in schools, clubs and camps. 


All prices quoted are retail 








0. F. MOSSBERG & SONS, INC. 


114603 ST. JOHN ST. « NEW HAVEN 5, CONN. 








DU PONT N&"7" 


Want more facts? Circle 137, p. 97 
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ADVERTISING 
N2"7” POLISH! 


IT'S N2 1 IN LIQUID POLISH SALES! | 


Du Pont No. “7” commercials will appear on 
three popular hour-long network TV shows from 
On Prime May into August. Car owners everywhere will 
4% Evening Time— May see these hard-hitting selling messages fea- 
< through August turing Du Pont No. “7” Polish or liquid Anti- 
: Rust, along with the full No. “7” line, over and 
over again. Make sure you’re ready to handle 
the big demand... and the big profits head- 

ing your way. 


With No. “7” you also get the additional ad- 
vantage of profit protection. For 20 years, fair 
trade prices on all Du Pont No. “7” Products 
have been diligently enforced in states where 

watt such laws are in effect. This is done to protect 

national brand ae the good will of the trademark as well as to 

on network TV SiPnUe® protect the margin of profit to dealers. Sup- 

o mscam neenem ni aa P port the line that supports you! Call your sup- 
ff - spapners I oh Zt : plier today! 











Featured ” = 
on all network DU PONT NEW CAR WAX 


TV commercials Protects car finish with Du Pont Silicone Armor! 
A newly balanced formula of silicone, carnauba 
wax and cleaning agents. Goes on fast—leaves 
a high shine. No increase in price. 





UC ' S QUPUNT 
BETTER THINGS FOR BETTER 


LIVING... THROUGH CHEMISTRY 
Want more facts? Circle 137, p. 97 
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d measuring, cups + Ri renown +N faci 


°OR £45 “aie 
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& 
COOPET ME AR re 
“= « 





POOe O.® »' - ole 
Pow y ime 


Baking and Measuring Aids ... part of a line of over 50 cataloged 


kitchen tools and gadgets . . . designed, produced and 
packaged for consumer acceptance . . . by the makers of 


the famous Foley Food Mill. 


cdveroet Botier Homes 
in 
Minneapolis 18, Minnesota, Dept. 107 er 


Want more facts? Circle 138, p. 97 A 
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Want more facts? Circle 139, p. 97 > 
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ATLAS 90 
MEN’S IRONS 


The stainless head features 

a power - behind - the - ball 

oval back design. Low in 

the heel and high at the 

toe, the blade is today's 

concept of the long-pop- 

ular Scotch type. Furnished 

with the new ATLAS stand- 

ard flex* shaft, and Rib 

Guide leather grip—spiral 

grooved and perforated. 

Available also in left-hand, but with LEVELUME 

chrome-plated head—not stainless—with concave Arch 

Flange back. 

*Available also in 39” length with stiff ATLAS shaft—and grip 
slightly larger than standard. 

Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 

Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 

Set of 5 (3, 5, 7, 9, Putter) 

Individual clubs including Putter, Pitching Wedge, Wedge... 


ATLAS 90C MEN’S IRONS 


Identical to ATLAS 90 except head is fine carbon 
steel—not stainless—and LEVELUME plated. 

Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 

Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 
Set of 5 !3, 5, 7, 9, Putter) 
Individual clubs including Putter, Pitching Wedge, 
Wedge 20.00 


$202.50 











GRAND SLAM 


Cult Clubs 


sao ae ae 
THOR 85 MEN’S WOODS 


The deep - faced, powerful Persimmon head of THOR 85 


ea ae ee 


ATLAS 95 MEN’S WOODS 


The gracefully designed head is large with a deep face. 
Finished Walnut and embellished by a plastic back (except No. 
5 wood which has brass back) and fibre face insert. Has H&B's 
own ATLAS standard flex* shaft, with its uniform action and 
dependable performance. Rib Guide grip is two-tone leather 
—spiral grooved and perforated. 

ATLAS 95 available also in left-hand, but without plastic 

back. (No. 5 wood not available). 
*Available also in 43'/,” length with stiff ATLAS 
shaft and with grip slightly larger than standard. 


Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5) 


Set of 4 (Driver, Brassie, Spoon, Cleek).... 
Set of 3 (Driver, Brassie, Spoon) 
Individual clubs - 





é) 


3 


is a splendid 


example of modern design. The shaft is the THOR pattern, noted for its 


fine quality and ‘feel’. Fine leather grip with built-in Rib Guide feature 


is spiral-grooved and perforated. 

Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5)....... 
Set of 4 (Driver, Brassie, Spoon, Cleek) 

Set of 3 (Driver, Brassie, Spoon) 

Individual clubs 


THOR 80 MEN’S IRONS 


sssniniciinenitensiiinsenaiea $112.50 











Head is LEVELUME plated and has the new heavy Crescent Flange back— 
designed to get the ball up quickly. The THOR pattern shaft is noted for 


its fine quality and ‘feel’. 
Rib Guide feature. 


Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 





Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 
Set of 5 (3, 5, 7, 9, Putter)... 








Individual clubs including Putter, Pitching Wedge, Wedge 


we a ee 


VENUS 65 LADIES’ WOODS 


Persimmon head has medium deep face. 
brass back. 


5 wood. 


Set of 5 (Driver, Brassie, Spoon, Cleek, No. 5 Wood) 
Set of 4 (Driver, Brassie, Spoon, Cleek) 

Set of 3 (Driver, Brassie, Spoon) 
Individual clubs 








The No. 5 wood has a 
Shaft is the THOR pattern—tadies' flex—noted for 
its fine quality and action. Leather spiral-grooved grip has built-in 
Rib Guide feature. Available also in left-hand except for the No. 


Grip is spiral-grooved leather with built-in 


$139.50 


77.50 


VENUS 60 LADIES’ IRONS 


Combines all the qualities essential to a truly fine iron. The 
LEVELUME-plated head has the new, heavy Crescent Flange 
back—designed to get the ball up quickly. Shaft is the THOR 
pattern, Ladies’ flex. Fine leather grip with built-in Rib Guide 
feature. Available also in left-hand—with concave Arch Flange. 
Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 
Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 
Set of 5 (3, 5, 7, 9, Putter) 
Individual clubs including Putter, Wedge 











HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 


AND VENUS 
MODELS HAVE 
SAME HEAD 
STYLING AND 
FINISH 











MARS 75 MEN’S WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong 
head of MARS 75 has an attractive Mahogany metallic finish. 
Equipped with the MARS shaft, and two-tone red-and-black leather 
Rib Guide grip. Available also in left-hand. 





Set of 4 (Driver, Brassie, Spoon, Cleek) 
Set of 3 (Driver, Brassie, Spoon). 
Individual clubs 


..$60.00 
.. 45.00 








MARS 70 € MEN’S IRONS 


A sterling performer at a very reasonable cost. LEVELUME-plated, 
the head has the conservative center-powered Arch Flange back. 
Equipped with the MARS shaft, and leather grip. Available also 
in left-hand—with wide, straight flange back. 


Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter). 
Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 
Set of 5 (3, 5, 7, 9, Putter) 

Individual clubs including Putter, Wedge 


$90.00 
. 80.00 








10.00 








TROY 55 LADIES’ WOODS THE HEAD sehen OF THE TROY 


The large genuine Persimmon head has an attractive Mahogany SO IRONS AND THE TROY 55 
metallic finish. Equipped with the MARS shaft—tlLadies’ pattern— WOODS ARE THE SAME AS THE 
and two-tone leather Rib Guide grip. MARS 70 AND 75 RESPECTIVELY. 








Set of 4 (Driver, Brassie, Spoon, Cleek) 
Set of 3 (Driver, Brassie, Spoon) 
Individual clubs 


$60.00 
45.00 
15.00 


LEVELUME PLATING, the finest pos- 
sible plating for iron golf heads, is 
the latest feature that's been added to 
the excellence of Grand Siam iron clubs. 
LEVELUME is a heavy, bright, nickel 

and is more corrosive-resistant 

















TROY 50 mse LADIES’ IRONS 


A sterling performer, the LEVELUME plated head has the Arch 
Flange back, where the weight is center powered. Equipped with 


long-lasting! 

















JUNIOR OUTFIT 


Composed of Brassie, No. 3 iron, No. 5 
iron, Putter, and bag. No other combi- 
nation of Junicr items is available in this 
outfit 


JUNIOR GRAND SLAMS 


Junior Grand Slams are of excellent quality 
and construction and are designed espe- 
cially to meet the particular requirements 
of young golfers. RIGHT HAND ONLY. 
Woods have genuine Persimmon heads of 
medium size and depth. Special Junior 
shaft. Attractive Mahogany metallic finish 
with red Rib Lock grip. 

Set of 3 WOODS (Driver 39”, ‘Brassie 
38%", Spoon 38”) $39.00 
Individual clubs ... 13.00 
lron heads are LEVELUME plated with 
Pyramid Flange back. Special Junior shaft 
with Rib Lock grip. 

Set of 5 IRONS (3-35”, 5-34”, 7-33", 
9-32,", Putter-31%") $45.00 
Individual clubs : 9.00 














the MARS shaft—lLadies’ pattern—and two-tone leather grip. 


Set of 9 (2, 3, 4, 5, 6, 7, 8, 9, Putter)... 





Set of 8 (2, 3, 4, 5, 6, 7, 8, 9) 
Set of 5 (3, 5, 7, 9, Putter) 
Individual clubs including Putter, Wedge 








AUXILIARY CLUBS 


SUPER CLEEK (Special No. 5 Wood)— 
Small, pear-shaped head with shallow 
face and with several degrees more loft 
than a standard No. 4 wood. Genuine 
Persimmon head with brass back. French 
Walnut finish. Standard flex ATLAS shaft. 





Black perforated leather Rib Guide grip. 
Right-hand only. Men's specifications. 
41%" length only 

CHIPPER—This handy approach iron was 
designed expressly for run-up shots. Same 
length as putter, has upright lie and 





slightly lofted face. LEVELUME chrome- 
plated flange sole head with shallow 
blade. THOR pattern shaft. Rib Guide 
leather grip 

PITCHING WEDGE—A very effective club 
for pitching to the green. Deep, lofted 
(more than No. 9 iron) head with wide 
sole . . . LEVELUME plating on head. Rib 
Guide grip. Right-hand only. Men's 
specifications only 


No. | irons are available in right- 
hand only—and only in models ATLAS 




















LENGTHS OF ALL MODELS © Men's 
woods based on 421,” and 43” driver, 
except MARS 75 and left hand woods, 
which are available in 43” only. Ladies’ 
woods are based on 411/.” driver. Men's 
irons match 381." No. 2 iron. Ladies’ 
irons match 371%” No. 2 iron. 





90, ATLAS 90C, and THOR 80. 


H 





SPECIAL PUTTERS 


All special putters equipped with quality chrome-plated shofts. 


MODEL A—Aluminum moliet-type head of shallow depth with 
offset neck, Rib Guide leather grip—fancy perforated and spiral- 
grooved—fiat on top side. Right-hand only... $15.50 
MODEL B—Bronze head of shallow depth, wide top edge with 
wide bevel and slanting back to wide sole. Very long hozel. 
Fancy perforated, spiral grooved Rib Guide leather grip that is 
flat on top side. Right-hand only... aeiniceisibesidaae meee 
MODEL D—Bronze head—with bright LEVELUME plating except 
for face—of mallet type; shallow depth and gooseneck. Fancy 
perforated Rib Guide grip that is flat on top side—spiral 
grooved. Right-hand only................... Pheer 
MODEL E—Shailow bronze head with shallow, thick, two-way 


‘‘rocker'’ blade—for right or left-handed golfers. 
with red rubber, pistol-style grip—fiat on top side...... 
MODEL F—Short, shallow, wide bronze biade with gooseneck 
offset. Equipped with red rubber, pistol-style grip—fiat on top 
side. Right-hand only... SESE ee sevsccece t OBO 
MODEL H—Stee!l head with LEVELUME chrome finish. Shallow, 
thick blade with wide top edge and very wide fiange sole— 
gooseneck. Leather Rib Guide grip, flat on top side, fancy per- 
forated and with spiral grooving. Right-hand only............. $15.50 
MODEL S$ ‘“‘TWO WAY’ — Shailow steel head — unbuffed 
LEVELUME plating—with wide top edge and designed so thot it 
might be used by either right or left-handed golfers. Fancy 
perforated Rib Guide leather grip—fiat on top side—with 
spiral grooving... 0 A A RR gS a $15.50 


Equipped 
$15.50 


HILLERICH & BRADSBY CO. INC., LOUISVILLE, KY. Made by the Makers of Famous Louisville Slugger Bats 
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The sports’ market ranks as one of the nation’s fastest growing consumer 


favorites, with record sales in °60. Here’s how to share this growth. 


Contents Contents 

Sporting goods—a must .__... | | How to get new traffic 72 
How your market looks r Don't settle for half a sale . a ss 
How to chose basic stock re How to make outside sales .... 78 
Why credit is important . pet: Tae. Nine salesmaker ideas 80 
How displays make sales | Why stock control is needed hifi aerk Cae 
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HARDWARE AGE) SPORTING 
GOODS 


MERCHANDISING GUIDE 


Why sporting goods are a must 


for full-function stores 


Good times or bad, sporting goods are showing annual sales 


gains that indicate dealers who aren’t merchandising the line 


may be missing a sure-fire profit opportunity. 


by James M. Dixon, associate editor 


It’s an open-and-shut case. And the decision must 
be awarded in favor of sporting goods. 

The facts in the case are this: 

—Total retail sports’ sales pushed past the $2 bil- 
lion mark in 1960, not the best of years for gains. 
This was a new record. 


—Hardware dealers are getting nearly $200 mil- 


lion of the pie .. . impressive, but not enough. Hard- 
ware volume also gained in 1960. 

—Total sports’ sales have been growing by close 
to 6 percent every year since 1948. This kind of 
growth cannot be ignored. 

The findings in the case show that hardware deal- 
ers are selling more sporting goods each year, but 
not enough more. It is also shown that more dealers 
are trying the line, but not enough more. 


Why the growth in sports’ sales? A key element is more and better roads . 





What can be done about it? 

First the case has to be reviewed. That is the pur- 
pose of this Merchandising Guide: To review the 
record. This Guide points out the patterns of growth 
and some of the reasons for it, in terms of modern 
management and merchandising ideas. 

Such concepts as outside sales and modern stock 
controls are explored. Fresh merchandising ideas are 
illustrated, and selling aids are offered. 

Throughout, you'll find steady references to the 
market picture as it applies to you. It is an impres- 
sive picture, though admittedly there are flaws. Dis- 
count selling has taken its toll, as have other broad- 
ening forms of competition. 

Yet viewed in total perspective, the sports market 
emerges laden with sales potential for stores such as 
yours. In bad years, your sales gain rate may be 
slow. In good years, there is no telling how much 
better you will fare. 

But, good or bad years in line with national 
sales patterns established since World War II, you 
will make money with sporting goods. 

The second half of 1961 looks encouraging for 
sporting goods’ sales. Federal spending is starting 
to show in manufacturers’ new orders. Local and 
state governments too are pump-priming to take up 
some slack in the economy. Winter dealer shows 
found surprising optimism for 1961 as a whole. Con- 
sumers’ tight clutch on their pocketbooks is expected 
to loosen as Spring days thaw the icy grip of the 
worst Winter since the turn of the century. 

All of this is meaningful to dealers who sell sport- 
ing goods. Why? 

The record shows sports’ sales have gained stead- 


ily, right through a number of recessions. When 
economic barometers start to sizzle again, cash regis- 
ters will hum a merry tune, ringing up sales of 
leisure time goods. 

Sporting goods are largely leisure goods. Many 
sports items are also luxury goods. When the economy 
is richer, there is no limit to the growth possibilities 
of this line. 

Will you be ready for the big sales increase that 
seems certain when business bounces back? You can 
be, if you will take the suggestions of this Guide to 
heart. 

There are other reasons why sporting goods belong 
on your shelves and in your advertising: 


(1) Sports are a natural hardware line. The trade 
expects to find fielders’ gloves and fishing poles on 
your shelves. 


(2) Sports help round out vour family-store appeal. 
With more families shopping as teams, and with wives 
and children steadily more influential in making buy- 
ing decisions, sporting goods are a natural draw for 
new trade. 


(3) Flexible pricing opportunities and tie-in sell- 
ing make sporting goods strong as profit makers and 
big-ticket sales producers. 


(4) The average corner drug store and grocer and 
variety shop hasn’t the space or know-how to be a 
serious competitor with you in this line. 

Study this Guide. Then have a chat with your 
wholesaler about sporting goods. It’s never too late 
to add a profitable new line to your shelves. 


. . and tor most folks more leisure time and money to enjoy living. 
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Your future in sporting goods: 
A market study 


Studies show this market is growing steadily, 


but the growth pattern is not uniform. You need guideposts 


to influence your decisions in planning and in all merchandising. 


How do you calculate your future? There are 
aids available. 


Market trends show you where your growth po- 
tential lies. This is true of sporting goods, as it is 
of all other merchandise lines. 


This or that item or line may have always been 
a prime line, or, conversely, a slow line. But subtle 
changes are occurring steadily. These changes be- 
come trends that must be watched. They help you 
plot the course of future planning, buying, and ex- 
tra promotion emphasis. You cannot always rely 
on the past. as a guide. 


The National Sporting Goods Assn., Chicago, re- 
cently supplied Hardware Age with a complete 
study on sales comparisons for key lines in recent 
years. 


In this study, virtually every product line showed 
gains. But some lines, such as outboard motors, 
showed such fantastic increases that each dealer 
must ask himself, “Am I missing the boat?” if he 
does not make an effort to sell more of this mer- 
chandise. 

A sample breakdown of the increase in dollar sales 
for some key lines is shown on the following pages to 
give you an idea of the fantastic growth pattern of 
sporting goods. 

Ask yourself: “How do my sales figures compare?” 

Such sales gains can occur only if wider, deeper 
assortments are offered, and if modern merchandising 
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concepts such as credit and mass, open display stand 
behind them. 

The examples shown following cover only fishing, 
hunting, and some participation sports. While the 
gains scored here are notable, some other lines far 
exceed them. 

Single items, such as tents, have come of age in 
recent years. When tent sales zoom, as they have, it 
is logical to assume that there is a growing market 
for camp stoves, sleeping bags, cookware, and the like. 

Winter sports are another big sales gainer in re- 
cent years. Gymnasium equipment has followed the 
trend of more and better-equipped schools. 

As outboard motor sales have more than doubled 
in the last seven years, you can conclude several 
things: 

—Marine hardware sales ought to be much better 
in your store. Are they? Have you merchandised 
for more sales? 

—Marine paints should be showing sizeable gains 
Are they? Or haven’t they been getting enough 
attention ? 

—Fishing, bathing, and skin diving needs are 
likely tie-in lines. Are you pushing them hard 
enough in the face of indisputable trends? 

So it goes. The facts speak for themselves. 

In general, the sports market looks good from 
nearly every angle. And it is a natural hardware 
market. 

Granted, there has been some chaos in certain 





Outboard motors, small boats 


key lines due to imports and discounters. But, in 
spite of these effects which would tend to reduce 
total retail sales income, the market shapes up like 
this: 


(1) Total retail sales have crested the $2 billion 
annual mark, with an 8.2 percent increase in 1959. 


(2) A 7.4 percent gain is seen this year by the 
National Sporting Goods Assn. 


(3) Hardware dealers’ share of the market tops 
$200,000,000, or more than $5000 for all dealers per 
year average at retail. This is a gain of some 12 
percent since 1958. 


(4) The average growth rate of sporting goods’ 
sales has been 5.6 percent annually since 1948. 


(5) In 1948, sporting goods took 93¢ of every 
$100 spent by consumers. Today, sports sales ac- 
count for $1.11 of every $100 spent. 


An aid to sales ... 


Many sporting goods’ customers key their outdoor 
activities to camping. And a growing number of customers 
spend their vacations camping out. As the yen to live 
out of doors increases, more and more of your business 
will hinge on a knowledge of campsites near and far. How 
to get there? Roadmaps? What facilities are available? 
What towns are nearby? Etc. All such information is 
available to you in the Family Camping Directory, an up 
to date publication available from Barcam Publishing Co., 
241 South La Brea Ave., Inglewood, Calif. Use this manual 
as a resale item or a selling tool. It will enhance your 
reputation as sporting goods’ headquarters. 


key growth lines in past seven yeors. 


(6) Some 54 percent of all hardware dealers sell 
sporting goods, averaging $8000 a year, for a little 
more than 10 percent of total store volume. 

Yet sales gains in hardware stores, while im- 
pressive, trail the big gains scored nationally. For 
example, the national sales gain for sporting goods 
since 1958 is nearly 16 percent. This is 25 percent 
better than the 12 percent increase at the hardware 
level. 

While some of the difference may be accounted 
for in new outlets, many of them discounters, there 
remains a gap. This gap can be narrowed by closer 
attention to trends, and a rescheduling of activities 
based upon those trends. 

Some dealers have no display or stock space for 
boats and outboard motors. True. Most dealers do, 
however, have shelf space for marine hardware and 
marine paint. 

Maybe tents and mattresses would put a strain 
on your cramped display area, but surely space can 
be cleared for flashlights, a cookstove, and a few 
utensils for camping. 


In brief, while some lines are out of the question 
for many stores, there remains strong sales poten- 
tial in related merchandise. You don’t have to sell 
cars to find a market for waxes and spare tires. 


This steadily growing sporting goods’ market de- 
serves your close scrutiny, particularly if you have 
not tried the line. Why? It is a natural hardware 
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market that helps build your “family-store” image 
locally. 

This image is awfully important, for families are 
shopping as units today more than ever before. And 
they tend to favor the store with widest selections 
that cover broad family needs. The word “hard- 
ware” covers a lot of ground in the consumer’s 
mind. It should cover sporting goods as a basic 
classification. 


Your future in sporting goods 
(Continued ) 


Barometers: Three categories are sampling of growth rate - 
of most sporting goods merchandise* 


HUNTING GOODS FISHING GOODS FOOTBALL, BASKETBALL 


AND BOXING GOODS 





























Consumer Consumer Consumer 

Year Purchases Year Purchases Year Purchases 

1929 $ 87,500,000 1929 $ 23,400,000 1929 10,500,000 
1950 71,000,000 1930 20,500,000 1930 9,600,000 
1931 61, 300,000 1931 19,200,000 1931 8,900,000 
1932 504 300,000 1932 14,300,000 1932 5 9500,000 
1933 53 200,000 1933 12,900,000 1933 4,200,000 
1934 57» 300,000 1934 16,500,000 1934 4,800,000 
1935 58,600,000 1935 19,000,000 1935 > 9400, 000 
1936 73 400,000 1936 23 4500, 000 1936 6,100,000 
1937 82,100,000 1937 25 9800, 000 1937 6,000,000 
1938 74,800,000 1938 26,200,000 1938 7,300,000 
1939 70,500,000 1939 27 »800, 000 1939 9,100,000 
1940 76, 300,000 1940 29,100,000 1940 9,200,000 
1941 92,100,000 1941 34,600,000 1941 10,700,000 
1942 99,400,000 1942 37 »200,000 1942 12,100,000 
1943 70,100,000 1943 26,200,000 1943 9 »800 ,000 
1944 85,800,000 1944 50,900,000 1944 9,500,000 
1945 116,400,000 1945 39,000 , 000 1945 10,200,000 
1946 163,800,000 1946 64,400,000 1946 21,000,000 
1947 209, 200,000 1947 108,600,000 1947 32,900,000 
1948 211,100,000 1948 111,400,000 1948 33,200,000 
1949 199,100,000 1949 106,800,000 1949 31,400,000 
1950 215,000,000 1950 114,100,000 1950 34,600,000 
1951 . 216,800,000 1951 119,200,000 1951 34,200,000 
1952 218,900,000 1952 122,300,000 1952 34,600,000 
1953 220,900 ,000 1953 125,400,000 1953 35 9000, 000 
1954 220,500,000 1954 127,100,000 1954 35,300,000 
1955 222,700,000 1955 131,500,000 1955 35 9700,000 
1956 224,900,000 1956 135,000,000 1956 36,100,000 
1957 241,400,000 1957 144,400,000 1957 38 , 200,000 
1958 241,500,000 1958 145,200,000 1958 38 5900, 000 
1959 244,900,000 1959 151,500,000 1959 45,000,000 
1960 249 ,800 ,000 1960 157,500,000 1960 45,400,000 











“All facts outlined on these pages are taken from a major market research study available from Richard £. Snyder, consulting economist. Chicago 
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Growth leaders for 1960... 


Sporting goods product groups whose 1948-60 annual 
rates of growth exceeded the total sporting goods purchase 
rate of 5.6% were: Photographic Equipment (Cameras and 
film) 7.0%; Pleasure Boats and Equipment 9.1%; Gym- 
nasium Equipment 21.0%; Playground Equipment 16.4%; 
and, Tents 12.2.% 


Headed for $3 billion a year... . 


Total sporting goods sales passed the 2-billion mark in 
1960 by rising 8.2% over 1959; may rise another 7.4% 
in 1961 over 1960. Biggest gains predicted for 1961 apply 
to Winter Sports Equipment +10.0%; Gymnasium Equip- 
ment +11.1%; Tents +13.0%, with other large gains 
expected to be shown by Archery Equipment, Bowling 
Balis, Hockey Goods, and Sleeping Bags. 


Barometers: Sporting goods take steadily bigger bite 
of consumer dollars spent in marketplace 





SPORTING GOODS SHARE OF ALL CONSUMER GOODS PURCHASES 


Total U. S. Total U.S. Consumer Sporting Goods 
Consumer Purchases Purchases of all % of 
of Sporting Goods* Consumer Goods** Total 
$ 325,600,000 $ 46,889,000,000 0.69 


282,000,000 
264,900,000 
189,100,000 
167, 300,000 
210,400,000 
215,900,000 
268 , 200,000 
303 , 900,000 
303,500,000 
323,800,000 
341,100,000 
407, 700,000 
444,300,000 
329,000,000 
373 000,000 
449,000,000 
754,000,000 

1,064, 700,000 

1,127,000,000 

1,115,200,000 

1,208, 300,000 

1,278, 300,000 

1,372,000,000 

1,463,600,000 
1,470,200,000 

1,579, 200,000 

1,693,100,000 

1,801,000,000 
1,867,200,000 
1,990,700,000 
2,1535,300,000 


41,165,000,000 
34, 431,000,000 
26 , 404,000,000 
25,720,000,000 
30,869,000, 000 
34,430,000, 000 
39,140,000,000 
42,110,000,000 
39, 671,000,000 


100,694,000,000 
113,975,000,000 
121, 460,000,000 
121,191,000,000 
130,152,000,000 
139, 606,000,000 
144,199,000,000 
150,836,000,000 
151,726,000,000 
164, 394,000,000 
169, 900,000,000 
178,100,000, 000 
179,300,000 ,000 
191,000,000,000 
194,500,000, 000 


0.69 
0.77 
0.72 
0.65 
0.68 
0.63 
0.69 
0.72 
0.77 
0.77 
0.76 
0.77 
0.76 
0.50 
0.52 
0255 
0.75. 
0.95 
0.93 
0.92 
0.93 
0.92 
0.95 
0.97 
0.97 
0.96 
1.00 
1.01 
1.04 
1.04 
1.11 


E 
2,312,900,000(E) meee 1.15 
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How to pick the right basic stocks — 


The right starting point for a successful sports section 


in your store is in handpicking suitable staple items. 


based upon local needs and national sules trends. 


Maybe you’re going to start a sports’ section for 
the first time. Or maybe you are going to expand a 
present department into a much bigger section. 

Either way, one consideration leads all others in 
your planning: Basic stocks that will sell. How do 
you compose a list of the right basic staples? 


You will save time and money by relying on your 
suppliers for advice on the right basic selections. 
It’s not enough to know you will need trout flies. 
You must know whether Royal Coachman or Gordon 
Quill is the more basic variety locally. 


After you have established in your mind, and on 
paper, the basic selections that are ample for local 
pliers. needs, you must think about comparative quantities. 


Before you even sharpen a pencil, visit your sup- 


Aside from general national trends, sports’ sales 
hinge on local needs and conditions. No one is bet- 
ter qualified to help you zero in on the local market 
than wholesalers who are servicing many dealers in 
your trading area. 


How will you invest the $1000—$5000—or more that 
vou plan to use as a beginning stock figure? 


Here, timing is the key. 


Each major sport hinges on the calendar in regard 


to orders, displays, and promotions. Fig. 1 will help 





Fig. 1 
What are the best sales months for sporting goods 


Here are dealers’ sales experiences with some major sports categories 
to show when to place emphasis on them. Lead time for buying and 
promotion planning should be 1-2 months. All months are in descend- 
ing order of importance. 


Guns Camping Fishing Ammunition Team sports 
December September June September September 
November October May December August 
September December April November July 
August November March October March 
October March August August December 
March May July January November 
January June December March May 

June August February July June 

April July September February January 
February April October April April 

July January November May October 
May February January June February 
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Fig. 2 
Hunting vs. fishing potential 


How do the two stand in your state. You'll get an idea of 
comparitive needs by using these figures as a reference. 


Hunting Licenses, Fishing Licenses, 
Tags, Permits and Tags, Permits and 
State Stamps Issued Stamps Issued 





Alabama 
Alaska 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
Florida 
Georgia 
Hawaii 

Idaho 

Ilinois 
indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 
Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


306,087 

30,954 
212,579 
225,081 


,272,155 


327,917 
55,136 
24,104 

197,918 

238,612 

9,222 

385,001 

552,986 

604,175 

363,235 

334,313 

283,569 

275,622 

177,389 

165,507 

126,414 


,204,894 


594,274 
202,895 
405,957 
319,862 
323,466 

72,661 

93,172 
195,190 
110,559 


048,772 


425,740 
111,703 
739,213 
230,980 
567,278 


409,052 


12,085 
167,189 
196,328 
491,301 
451,851 
215,004 
106,971 
610,985 
540,343 
327,881 
729,804 
123,953 


519,717 

51,990 
210,180 
489,729 


3,407,196 


406,130 
109,072 
11,960 
521,180 
515,758 
2,383 
244,828 
699,300 
746,012 
383,301 
254,720 
402,393 
192,290 
220,008 
97,323 
227,642 


1,259,034 
1,409,751 


273,419 
794,700 
232,731 
228,442 

59,026 
134,297 
239,349 
143,075 
980,511 
475,812 

87,304 
875,766 
469,638 
403,438 
647,314 

21,942 
280,244 
138,988 
885,132 
825,793 
195,036 
111,795 
558,554 
366,366 
249,289 


,032,480 


189,383 





Totals 18,193,339 22,861,880 


you make decisions based upon timing. 

Comparative potential in major lines also guides 
your buying decisions in regard to where to place the 
biggest purchases. 

Fig. 2 on these pages shows relative strength of 


hunting and fishing needs, in terms of participants. 

If you are a Missouri dealer, for example, you will 
see that your sales potential in fishing items is nearly 
twice that of hunting needs. In the new state of 
Hawaii, strange as it may seem, the reverse is true. 
Hunting licenses and tags in the island state more 
than double fishing licenses. 

In a more general area, Fig. 3 shows (1), consumer 
activity in various key sporting lines; and (2) the 
top 15 product lines based upon dealer surveys by 
Hardware Age. 

All such data must be thrown into the hopper and 
weighed, and tempered with local variations. Then 
vou are ready to start buying. 

Your notes on buying should be divided into two 
columns: 

Specific local items— 

Key national lines— 

Under local items you list the many things that 
your wholesaler will suggest as sales winners based 
on experience of area dealers. 

Under national lines, list categories in descending 
order of importance as suggested on these pages. 

Before you budget dollars for any of the basic 
staples so outlined, you’d do well to shop a couple 
of local sports’ shops, and maybe Sears’ and Ward’s. 
You may see, for example, that local sports’ shops 
stock two spinning reels to every one conventional 
type. Or, that bolt action shotguns are favored over 
pump models five to two. 

Soon, you will be able to re-visit your supplier, 
ready to buy on a well organized basis. 

The potential is there to make this effort truly 
worthwhile. Some 22,000 hardware dealers are sell- 
ing sporting goods now, in a volume range of $200,- 
000,000 annually. Each year, more dealers join the 
ranks and the total volume figure inches ahead. 


Fig. 3 


What lines do customers, dealers 
prefer? 


Customer participation Dealers key items 


Boating —37 ,000,0000 Ammunition 
Fishing—26,000,000 Firearms 
Bowling—22,000,000 Fishing reels 
Hunting—18,000,000 Flashlight batteries 
Basketball—11,300,000 Baits, lures 
Baseball—7,900,000 lce skates 
Softball—7,800,000 Flashlights 
Tennis—6, 700,000 Fishing rods 
Golf—5,400,000 Bicycles & tires 
Handball—5,000,000 Vacuum bottles 
Archery—4,700,0000 Picnic jugs 
Skiing—3,000,000 Baseball gloves 
Football—1,800,000 Sleds 

Track & Field—-600,000 Ice, picnic boxes 
Wrestling—200,000 Roller skates 
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How to clinch more sales 


The fact is beyond question: Dealers using credit sell more 


sporting goods than those who don’t. Here is how to use credit 


effectively for more sales in your store this year. 


You tell the customer: “That gun is $75.” The cus- 
tomer says, “One of these day’s I’ll be able to afford 
it. I'll be back.” 

But will he? Few of us can afford to plunk down 
$75 in cash these days for a luxury purchase, unless 
we have been budgeting for it right along. 

How much better it would be if you could tell the 
customer: “That gun will cost you just $7.50 down and 
about $6 a month on our credit plan.” 

These are terms that will fit into the tightest of 
budgets. These are terms that make temptation to 
buy too much to bear for the man who has had his eye 
on a favorite gun, outboard motor, or camping outfit. 

Budget-wrecking purchases build mental blocks in 
buyers’ minds. Desire is strong but cash is lacking. 
It may take months or years for a customer to save 
the spare cash for a major sports’ purchase. 

Like as not, before that fund is complete, the cus- 
tomer will be lured to another store that advertises 
liberal credit terms. Such sales need not be lost. 

If you can’t afford to finance your own credit paper, 
a bank or finance company will do it for you. 

With this in mind, there is simply no good reason 
for any hardware dealer to ignore credit selling in 
the boisterous modern economy whose sole founda- 
tion is credit. 

Dealers who sell on credit sell more, and at a much 
better rate of profit. This is shown, beyond dispute, 
year in and year out in National Retail Hardware 
Assn. averages and in independent surveys. 

The most recent NRHA studies show credit sales 


64 «© HARDWARE AGE, March 23, 1961 


account for 45 percent of store volume on the average. 
And stores offering installment sales equal 67 out of 
every 100 in the nation. 


In one recent year, reporting NRHA dealers turned 
in figures that showed several advantages in favor of 
credit. Credit-minded dealers did nearly $37,000 a 
year more volume than non-credit stores. Also, the 
stores with budget terms had 11 percent more profit. 

There are many benefits to credit selling, whether it 
be straight installment terms or revolving credit. 
These benefits are best explained in the answers to 
typical questions that are often put to HARDWARE AGE: 


Q.—What kinds of items sell best on time pay? 


A.—All kinds, there are no single categories that you 
would call the most outstanding. 


Q.—How about items in the dollar-and-cent range, 
such as line, lures, ammo, and fishhooks? 


A.—Those items can be the basis for some of your best 
credit transactions. For example, say you set a mini- 
mum sale of $20 to open a credit account. 

Now, suppose a customer is buying $12 worth of 
ammo and camping gear. By merely suggesting that 
he buy just a few dollars more in related equipment 
(“You'll be buying these things in the near future 
anyway.”) he will qualify for a credit account with 
payments of only a few dollars a month. 

Instead of parting with $12 in cash, the buyer will 
then make a very small down payment, and you’ll have 





him coming into the store often to make payments. 
This is traffic that is valuable. 

Wise dealers suggest credit terms, even when cus- 
tomers pay cash. They know they will find less resis- 
tance to price and that their average unit sale will 
be higher. They know that most customers are re- 
luctant to make the last payment on a working account, 
and that most of them will be add-on customers. 


Q.—What are average terms for installment and re- 
volving accounts? 


A.—Most dealers get a 10 percent down payment on 
everything except sidearms. They request 20 percent 
down on automatics and revolvers. 

Average pay-off period is between 12 and 24 months. 
A service charge averaging between 1 and 1% percent 
per month on the unpaid balance is common. If you 
take a moment to calculate the profit on a $100 sale, 
on a 12 month note at 1% percent per month, you will 
glean the biggest advantage of credit selling. 

When you appy this calculation to average accounts 
receivables of say $5,000, you can begin to measure 
the worth of credit in terms of profit. 


Q.—Suppose I assign my credit paper to a bank. Isn’t 
that costly? 


A.—lIt may seem so, but this is an illusion. Most banks 
will discount your paper by about 6 percent. But 
many banks have year-end rebates, based on your 
volume that cut down on the net discount. 


In return for the 6 percent initial discount you 
allow your banker you’ll make more sales and bigger 
sales, to trade you would have lost for cash-only terms. 
You will find little resistance to reasonable prices, 
and you’ll be able to trade up and tie-in related items 
as never before. 


In short, for 6 percent you are buying a lot. And 
remember, without credit you may have to cut prices 
by more than 6 percent to be competitive with a chain 
drug store which deals only in cash. 


Q.—What would my average credit sale be in a line 
such as sporting goods? 


A.—A check of sporting goods’ dealers shows that 
something close to a $50 average unit sale is par. 


Q.—What about credit crooks? What would my loss 
be in bad accounts? 


A.—Very tiny, less than 4%, of 1 percent, if you have 
checked your applicants closely before opening the 
account. Central credit bureaus charge only $1 or so 
to give you a report on applicants. A quick call to an 
applicant’s employer and one other reference usually 
tells you what you need to know to be safe. 


Q.—What is the rate of add-on sales to existing 
accounts? 


A.—There are no definite figures, but experience 
shows more than half of first-time accounts are added 
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How to clinch more sales 


(Continued 


to. Some go on for years and years, and produce a 
staggering amount of total sales and profit. 

As a rule, add-on sales tend to be bigger than initial 
sales. When you emphasize that a $4 a month increase 
in payments expands the customer’s buying power by 
$100 on a two-year account, you have planted a seed 
that will pay off. 


Q.—I don’t believe I can do enough credit volume to 
pay a bookkeeper and still show profit. Is_ this 
common? 


A.—The thinking is common, but the idea is mis- 
leading. 

Most dealers give well known customers informal 
credit terms, with notes on scraps of paper. Many 
other dealers have regular 30-day accounts which are 
seldom paid in 30 days. Many such accounts would 
run indefinitely, but for telephone or postcard remind- 
ers. These folks pay no interest or service charges. 





—_——-_ 








PAYMENT TABLE 


If Unpaid Balance We Add This You Pay, 
____ Amounts to Service Charge Monthly* 
$15.00—$20.00 i S ~ “3S barssveuas 
20.0i— 30.00 2.00— 3.00 
30.0i— 40.00 3.00— 4.00 
40.0i— 50.00 4.00— 5.00 
50.01— 60.00 5.00— 6.00 
60.01— 70.00 6.00— 7.00 


70.01I— 85.00 7.00— 8.50 — 
___85.0I—100.00 | 8.50—10.00 | 
__100.01I—130.00 | ~—10.00—13.00__ 

130.0i—150.00 | —_13.00—15.00 
__150.01—170.00 | 15.00—18.00 | 
__ 170.01—200.00 | 18.00—21.00 | 

200.01—240.00 | _22.00—26.00 | 

240.01—270.00 |  28.00—32.00 


_270.01—290.00 





















































SE EEEnEEniieeeee eee $e 


_ 33.00—35.00 | 


— ——— —_—_— — 


290.01—300.00 | 36.00 


* Last Payment May Vary. 











Here is a sample time payment schedule of 
a type used by large chain stores. It can 
guide you in determining your credit terms. 


The point is, you are probably extending credit in 
some form right now, and someone is doing a bit of 
bookwork to keep notes and charge slips in order. The 
paperwork involved in revolving credit represents very 
little more than you may be doing now. At the worst, 
you could hire a bookkeeper for one or two days a 
week to keep accounts straight. 


Q.—Don’t customers object when you ask them to 
switch from a 30-day account to time-pay? 
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A.—Some do, but why make them switch? Tell them 
that they can keep their 30-day status if they prefer, 
but that you will add a service charge to accounts 
that run too far past deadline. 

At the least, this angle of time-pay merchandising 
serves to make slow-, ay trade pay up on time. For 





Bigger bite for sporting goods .. . 


Total U. S. consumer purchases of sporting goods 
showed an average annual growth rate of 5.6% between 
1948 and 1960. During this same period, consumer 
purchases of sporting goods rose from 0.93% of total 
consumer purchases of all consumer goods in 1948 to 
1.11% in 1960. 





example, a lot of Midwest stores installed time-pay 
for the first time late last year. They were guided in 
this by a wholesaler who set up the plan. 


The stores gave customers the option to maintain 
30-day accounts or switch over to revolving credit. 
A majority of customers welcomed the change. Those 
who did not lined up quickly to pay off old balances 
to avoid service charges. 


Q.—What happens in an emergency, say a temporary 
layoff, when a good customer can’t pay? 


A.—If you’re sure it’s temporary, let him ride along 
but be sure that he understands the service charge will 
be added every month. Some dealers will reschedule 
payments in this case. 

That is, an account calling for $15 a month in pay- 
ments may be half paid off, so the payments can be 
reset to 12 months at half the previous monthly in- 
stallment, $7 or $8. 


Q.—Where can I get credit application forms, billing 
statements, etc.? 


A.—If your local stationer does not have these com- 
monly-stocked items, see page 328 under “Forms, 
accounting” in the July 28, 1960, Directory Issue of 
HARDWARE AGE. 


Q.—What will it cost me to promote credit? 


A.—It need cost no more than 3¢ a customer. Many 





Advertise credit in windows and store 


Mount thas 


Gkhe ad 
5 Of you, ditiongy 


A tew of these posters set at eye 
level around your store will serve 
to stimulate new interest in credit 
accounts. These posters, shown 
about quarter-size, answer the 
basic questions of most customers 
about revolving credit. They serve 
to intorm new trade that you have 
credit available, and this is im- 


you w 
tob ge (a 
Tis suitable °™. 


[Ccouns Purchases 


portant. Many dealers who offer 
time-pay are unconsciously keep- 
ing it a secret. A supply of five 
of these posters costs 50¢. Send 
coin or check with your letterhead 
to Reader Service Dept., Hard- 
ware Age, Chestnut St., Philadel- 
phia 39. Please specify Form No. 
10. 


dealers have found that the best, simplest way to an- 
nounce formation of a time-pay plan is a postcard 
announcement to all names on their mailing lists. 

Of course, it’s wise to make “Ask about our time-pay 
plan” a permanent part of your advertising. Better 
still, spell out specific terms for key items in your 
display ads. 


From the viewpoint of profit . . . 


If you use NRHA figures as a guide, you can antici- 


pate doing 45 percent of your volume in credit sales 
one day. If just half of this amount is in revolving 
credit, the extra profit is sizeable. For example, let’s 
say your total average sales volume is $100,000 a year. 
Forty-five percent of that is $45,000, and half of that 
is $22,500. At 1% percent service charge, you have a 
source of profit worth in the neighborhood of $4,000 
a year. To many dealers, the profit from time-pay 
accounts exceeds the net profit of sales of merchandise. 
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Make displays silent salesmen 


Displays can be full time sports’ salesmen if they 
are built on a plan and maintained carefully. Here are 
a number of display angles for you to consider as we 


round the corner into the big Spring selling season. 


Follow this Minneapolis dealer's lead. Put sporting goods up-front this Spring to draw attention from passersby. 
The whole store will benefit. 


. 7 . . _ ik Att ik a Pingonooneees Spb 
RES LLLEL LLLP POEL DPE ESSE 
BS soe 


Be 


no 
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Hunting season may be a long way off, but keep guns Spring means fishin’ and fishin’ means sales, if 
on display. Urge layaways as summer months roll around. build a front window like this one. Note fishing 


on sale at $8.88. 


A test rack like this one makes every rod and reel set instantly available for customers to try, or for you to 
demonstrate. Scrap /umber, a brace-and-bit, and a coping saw are all the tools needed. 
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Make displays silent salesmen 


(Continued ) 


This slogan draws atten- 
ticn and agreement wher- 
ever shown. 


me a ea ties a8 ascaas es seas RO SRR eS ee a 


ow GAS" 


You can put a fairly com- 
plete sports section up 
front in a 12 ft wall unit. 
Note that clocks are in- 
cluded tor campers. 


"There's a terrific market for 
ammo for foreign guns,’ this 
dealer says. ‘An ample stock 
of the several leading sizes 
will ensure trattic from miles 
away. 
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“If you're set up for shoe 
fitting and stock, you can 
count on much more busi- 
ness in golf, track, bowling 
basebal!/, and similar lines,’ 
says an Arizona dealer. 


This dealer says, ‘If 
youre going fo sell 
guns, show an assort 
ment. We have 25 or 
30 guns up front al- 
ways. 





‘Ammunition sefls best when 
mass display suggests sales by 
the full box, within easy reach 
of sportsmen,’ says a Pennsyl- 
vania dealer. 
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How to draw new trade 


Thousands of people pass your store everyday. Many 


of them have never been inside, and they muy not 


even know that you stock sporting goods. Here are 


ways to bring them in, and keep ’em. 


New trade for sporting goods is attracted, and kept, 
in a number of ways. The ways are many, and a few 
of them are outlined here. 

Object in point: It will pay you to “take stock” of 
these various facets of your appeal to the customer 
who knows nothing about you or your store, and it 
should be done fairly often. 

—Do your ads offer an interesting approach that will 
catch the eyes of new customers? 

—Are your advertised prices on sale goods believ- 
able? 

—Are the signs in your store smart and neat? Or 
do they lack the professional touch that impresses a 
first-time shopper? 

—Do you have special events that will lure new 
trade away from the TV set? 

—In short, is there any reason why a new resident, 
or older resident with established shopping habits, 
should choose to start buying from you? 

It’s perfectly natural for dealers to coast along, 
taking for granted that their ads, displays, and promo- 
tion ideas are effective. Maybe this is true, from the 
point of view of older patrons who are used to your 
store and methods. 

But a new resident, a prime target for sports’ and 
leisure goods, is not familiar with your store or meth- 
ods. He may pass your store by indefinitely, unless 
given a reason to come in the first place. 

Getting this customer in the store for the first time 
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Ads trimmed and pasted on board make effective dis- 
play signs for in-store promotion. 





Make the most of sports’ ad dollars 





ae 
_— a4 
KINGFISHER GLASS We hove a splendid assortment KINGFISHER TACKLE BOX 


CASTING ROD 2249 ef colorful and realistic dry Me mere teckis wpitting wh ver 
1 P. Chrome Fittings, Govt Handle Fas. loc wel sofery cath 


10° a — 














— ee eee ee ee ee ee ee eo 
PPPS PPI SI Vy vee eo oe ee 
4 





Kingfieher fresh water belt casting level wind reef ¢2265.. Sang 


GRAND OPENING 3 DAY SPECIAL 
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GRAND OPENING 3 DAY SPECIAL 
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Brand name appeal is coupled to wide product assort- 
ments to catch the eye of every fisherman. Note the 
effective use of uncluttered white space to center 
attraction on the merchandise. 


is important. Even more important is having him like 
what he sees, and turning him into a repeat buyer. 

Intelligent advertising, unusual promotions, and 
special events are effective magnets for new traffic. 

Good signs, believable price comparisons, a clean 
store, and helpful personnel turn this new trade into 
faithful repeat customers. 

This discussion is keyed to sporting goods because 
of the unusual drawing power of the line. Young folks 
and old alike find a bond of common interest in sports. 

If the sporting goods’ section of your store is dis- 
played and promoted effectively, it can be the source 
of much new traffic. 

The ideas on these pages, and throughout this Guide, 


Bistdoos eh 
BARGAIN PRICES 














The theme here is sports’ items for all ages and, when 
circulated in April, it produced reorders on all items. 


This portion of a larger sports’ ad shows one of the 
ways to lure families away from the TV set and into 
your store. 

















FREE PLASTIC ASH TRAY ... Made in 
Watertown . . . Be sure to ask for one! 
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will further enhance the appeal of your sports’ de- 
partment. Many dealers go a step further. They give 
their sports’ selections a special name, such as: 

Leisure-time headquarters. 

Sports and hobby shop. 

These dealers make a special promotion of each na- 
tional sporting event and holiday, such as: “Let’s play 
ball” Week, “‘Let’s go fishing’ Week, Father’s Day, 
Memorial Day, etc. 

Being highly seasonal, there’s a sports’ promotion 
opportunity for every month of the year. 


Signs can be effective silent salesmen 


Something to crow about ? 


TELL THE WORLD 


with 


A good sigan is a good salesman. It 
directs the eyes of hurried shoppers 
to specific products that might not 
otherwise be seen. And behind each 
sign should be a reason for this 
attention. A special price, a special 
deal, a new idea, a demonstration 
. . . some outstanding fact should 
justify the use of a sign. The basic 
use of signs in your sports’ section 
should be to announce “As adver- 
tised,’ to highlight promotional dis- 
plays. Choose sign colors carefully. 
Red, for example is the best atten- 
tion-getter. Yellow has been shown 


4 , 
oY to remain longest in consumers’ 


THEY ARE 
SILENT 


YOUR 
SALESMEN 


minds. Blue signifies a man's prod- 
uct, efc. 


Everybody benefits from a sports charity night 


Charity and club nights in hardware stores are not 
commonplace, but the idea is catching on in many 
communities. It adapts well to sporting goods. 

Here is how it works. You contact the principle 
charity organizations, or other fund raising personnel 
in your town. You offer them the complete facilities 
of your store for their organization on any evening 
that you’re normally closed. 

That is, the members of the group shop as a body 
on this one night. You supply a few door prizes and 
small giveaways. Maybe you also will offer free coffee 
and donuts. You have the local press invited to gain 
maximum free publicity. 

What does the group get out of this affair? 
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Most dealers offer to return them 10 percent of the 
gross receipts of the evening. A night that produces 
$600 in gross sales will return $60 to the treasury of 
the charity group or club. 

It is a simple arrangement for all concerned. The 
club makes money. You make money. No one goes to 
too much effort, and nearly everyone is in need of 
sports’ items or leisure goods. 

Many dealers have found that when they key a club 
night sale to a holiday buying period, such as Memor- 
ial Day, $1000 in gross receipts is within easy reach. 
Many dealers have found it is wise to hold the sale 
night on the evening of the local payday that pre- 
dominates in their community. 





Do customers believe your claims? 


To a point, customers will trust your ad claims 
of price reductions, and they can be thus 
effective. But when your claims go over a 
certain line, you lose a certain amount of 
trust. This applies to your signs and adver- 
tisements. For example: Price cuts of about 
20 percent will be trusted by 84 percent of 
your trade. When you claim reductions of 
30 percent, scarcely more than half of your 
customers (55 percent) have faith in the 
truth of the statement. Should you claim 
price cuts of 40 percent, only 21 viewers 
out of 100 will believe you. And reductions 
of 50 percent will stir only 11 percent of 
customers out of their easy chairs in response 
to your ads. 
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Make sale prices visible 


HA designed Sales Special signs catch the 
eyes of store traffic. ‘Before’ and “after” 
prices register instantly. These tags, shown 
full size, are punched to take string or rubber 
band for bulky goods. Or, they may be 
taped to bins or wall fixtures. The tags are 
reversible so that the price is never out of 
sight. And being reversible, the tags have 
double life. They may be erased and used 
again indefinitely. An order of 35 of these 
tags at $1, postpaid, is enough for all items 
in a sporting goods’ sale. Really gives sale 
atmosphere to your displays. If you wish 
extra tags, check off the quantity at 3¢ each 
on coupon order form below. 


Use this handy order coupon, 


Please send me 35 tags @$1 


| 
Please send __ tags @3¢ea. | 


My name 
Address | 








Make check payable to Reader in| 
vice Dept. Hardware Age, Chestnut | 
& 56th Sts., Philadelphia 39, Pa. 

(HA Form No. 16) : 


HARDWARE AGE, March 23, 1961 © 75 





i TT 


AYU SAMA AVR 4 Sil 
“~ sae . 


Seiis Sg 


Aes : 
pe 4 apg? 


. a . 
Y ‘ oe 
a “~ oan “ a . 
ees ROS Oe 8 


You can get the multi-purchase buyer into your profit picture with good salesmanship. By know- 
ing products and their uses, you can turn single purchases into multiple purchases by mere 


suggestion. 


Don’t settle for half a sale! 


Sell the whole sport, not just a single item. Put the multi-purchase 


buyer into your profit picture with salesmen instead of order takers. 


What distinguishes a salesman from an order taker? 
The answer is his ability to upgrade sales, and to 
increase tie-in sales, for a better than average unit 
volume. 

Few departments in your store offer the wide range 
of tie-in opportunities as your sporting goods depart- 
ment. Tie-in sales in this department very often 
exceed the original planned purchase. 

A good salesman knows this, and takes advantage 
of each opportunity to increase his sales and profits 
in addition to creating a feeling of interest among 
his customers. 

A good salesman knows that he must do more than 
sell an item. He must sell the whole sport. 


76 © HARDWARE AGE, March 23, 1961 


A hunter or fisherman, for example, is not only 
interested in the rifle or fishing rod he came in to 
buy, he wants to know all about the sport. He is eager 
for information on new ideas and methods. He is 
eager to own every item that relates to that particular 
sport. 

Thus, a good salesman has two objectives for every 
sporting goods customer. One, to sell the basic items 
requested by the customer. The other, to sell the need 
for related accessories to increase the usefulness of 
the item, and to add to the enjoyment of the sport. 

But, a good salesman must do more than just 
mention related items to increase his rate of tie-in 
sales. He has to create a desire by subtly pointing out 
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why the related items have value the customer might 
not have thought of. 

This is often done by simple suggestion. For 
example, upon selling a customer a flashlight, he sug- 
gests an extra set of batteries would be handy to have 
at the hunting camp, far from stores. 

Or, on selling a customer a fishing line he suggests 
that a snagged line would mean a trip back to town, 
so he suggests a spare line. 

On big-ticket items, he lets the customer handle 
and inspect the merchandise. This is a step forward 
in creating a desire on the part of the customer to 
own the item. 

A good salesman knows that the more a customer 
talks about his sport, the more opportunity he will 
have to suggest related merchandise. So, he doesn’t 
rush the sale. He shows interest in his customer’s 
choice of sports. The more the customer talks about 
it, the more he knows of his specific needs. 

By doing this he also earns the respect of the cus- 
tomer, and can be assured that the customer will 
return for future needs. 

In the adjoining column there is a tie-in sales tool. 
The list shows the basic needs that bring customers 
into your sporting goods department, plus related 
tie-ins that can be suggested. 


How to Increase Your Tie-In Sales 


When a customer asks for one of the basic items listed 
on the left below, suggest one or more of the related 
items listed on the right. Watch your average unit sale 
begin to climb over night. 


Customers ask for Suggest these 


a basic item: tie-in items 


Hunting—Camping 





Shotgun Red hat—decoys, birdcalls—gloves 


Rifle _. Scope—cleaning kit—carrying case 
Pistol Holster—targets—sunglasses 


Ammunition Cartridge belt—targets—cleaners, 
patches 


Tent _.. Rope—pegs—lantern—sleeping bag 
—stove 


Air mattress, pillow—hand, feet 
warmer—lantern 


Trapping supplies. . Lantern—flashlight—knife—compass 
—hatchet 


Lantern, flashlight. Fuel—batteries—camping gear 
Jug, ice chest ....Canned refrigerants — flatware — 


Bedding, cot 


Folding table, 
chairs 


Camp stove .. 


Fishing 





ee eat 


Outboard motor. 


Rod, reel 


Marine hardware. . 


Other 


Archery set ...... 


Baseball, glove, 


bat, ball 


Bowling ball, bag. 


Basketball 
Boxing bag, 
gloves 


lce skates ...... 


Roller skates 
Tennis racquet, 


Golf clubs, balls . 
Football, padding. 


Racing bicycle .. 


Snow skis ... 


Water skis ..... 


tableware 


Jug—chest—stove—utensils 


Fuel refill—cookware—tableware — 
fire extinguisher 


.Marine hardware—life preserver— 


stove—cookware 


.Spare fuel can—rack—life preserver 


Knife—spare line, hooks, etc.—bait 
box 

Paints —waxes— polishes—life _ pre- 
server—fasteners 


Spare bowstring—quiver—arm shield 
—targets 


Glove oil — sox — supporter — sun- 
glasses 


. Wrist strap—sox—rosin 


Air pump—sweatshirt—supporter 
Hand power grip—weights—sweat- 
shirt 


Blade guard—hockey stick—sox 


Skate bag—sox—polish 


Clamp—sweatshirt—hood—sox 


. Cart—tees—sunglasses 


Sweatshirt — sox — air pump — sup- 
porter 


.Padlock—safety light—speedometer 
. . Sunglasses—gloves—ski poles—wax 
Life preserver—ski rope—boat sup- 


plies 
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What you should know about... 


OUTSIDE SALES 


Team sales to industry and schools are proving a bonanza 


to dealers who specialize in this outside selling. 


The sporting goods section lends itself to outside 
selling better than most hardware lines. 

Outside selling has become an important specialty 
to many hardware dealers. It’s a steadily growing 
source of big-ticket sales and repeat volume. 

There are three principal clients for outside sales 
in large amounts: 


Trophy sales are big factor in outside sales to schools 
industry. 
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—Industry (plants and offices). 
—Schools and colleges. 
—Little Leagues, American Legion teams. 


Organized sports activity has become commonplace 
among plant workers and office personnel in most 
manufacturing and service firms. Few corporations 
these days are without bowling teams, or softball 
or baseball squads. 

Sports have been recognized as a basic morale 
builder, and are encouraged on the management level 
more and more these days. 

So, rule No. 1 for dealers who would seek new 
volume in sports: Run a check on local industry and 
office buildings. 

Talk to the personnel manager. Ask if the firm has 
inter-office or inter-plant sports. If the answer is “‘no”’ 
there’s a selling job to be done .. . with big potential! 
as the reward. 

Also, even if the personnel manager says “Yes, we 
have bowling teams (or a softball squad), don’t give 
up. Make a date with the manager to discuss the 
services he’s getting and the prices he pays. 

It’s entirely possible that you can improve on one 
or the other, and open a big, new outside account. 

Schools and colleges offer very large potential, but 
there is more competition for this business. A notice 
of construction of a new school will bring out sports’ 
salesmen in droves. Why? 

Schools have round-the-clock sports activity, and 





Be prepared to show samples in variety. 


in every season of the year. Since so many persons 
use the same school equipment, it wears faster and 
has to be replaced more often. 

A single high school football player represents up 
to $200 a season in equipment of all types and 
uniforms. An average annual sale for baseball items 
may run to $50 per player. 

It costs in the neighborhood of $20 per player to 
fully outfit a Little League or American Legion team. 

When you multiply these typical figures by the 
number of players on each team, you can appreciate 
the potential. 

There are two management angles to widening 
your scope of outside selling: 


(1) Competitive pricing. 
(2) Ample stocks that can be delivered overnight. 


When a high school coach needs footballs or base- 
balls, he needs them at once. To keep this business you 
either must be able to deliver oui of your own stock 
the same day or the next morning. Or, have a depend- 
able wholesaler nearby who has ample stocks for same- 
day willeall. 

In pricing your goods, you must equal competition’s 
prices at the least. But, you’ll find there is little cut- 
throat discounting here. 

Rule No. 2 is specialty salesmanship and persever- 
ance. 

It may take many calls on a personnel manager or 
recreation director to make a first sale, especially if 


you're competing with another supplier who got there 
first. 

And the salesman who makes these calls for you 
must be a specialist. You cannot sell sporting goods 
on this professional level by whim or accident. Your 
man must know products and the sport in question 
intimately. He must know who the outstanding athletes 
are, and what teams are winning, and by what scores. 

In short, the ideal salesman is a sportsman who 
keeps in constant touch with daily happenings in the 
sports’ world. 

A retired coach or professional athlete is your best 
bet in this department. 

When this salesman prepares to call on a new ac- 
count, he should never go out “cold.””’ He should have 
some idea of the number of employees in the firm, be 
it a business-house call. Or, he should know school 
enrollment and major sports practiced, when planning 
sales to the board of education. 

It is also wise to try to get a look at the school’s 
or business firm’s facilities and present equipment 
as a gage to what is needed. 

Many other questions about outside sports’ sales 
may best be answered in these typical dealer com- 
ments: 

“My first softball team-sale brought in $800 in 
one order, with a $220 profit.” 


-*School coaches won’t hesitate to buy from you 
at list prices, if you can render immediate delivery 
and make fast adjustments when a mistake happens.” 


-“If a basketball coach wants five or 50 pairs of 
shoes, we stop whatever we’re doing and get that order 
delivered first. That’s what we think of this business.”’ 


—‘*All of our outside contacts are on a personal, 
first-name basis. Sports directors and coaches are 
the least formal people in the business world.” 


—“Take along a catalog! Be prepared to pick up 
and deliver any item in sports ... not only those you 
stock.” 


—‘When we’re called on to outfit and equip a foot- 
ball team, we figure on a broad average of $150 to 
$200 per player as sales potential.” 


—‘‘Our team sales’ margin of profit hovers between 
25 and 35 percent. It is never less than 25 percent, 
and with the average unit sale so high, this is excel- 
lent business.” 


—‘‘We pay our outside salesman (who works inside 
during the day) a 5 percent commission on sales. This 
man makes calls in evenings and on weekends, too. 
It’s a wonderful source of part-time income for him.” 
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Nine Profit Suggestions 


Here’s a wide assortment of ideas for more profit in your 
sporting goods’ section. Build basic promotions around sug- 
gestions such as these, or similar ideas of your own, to 


increase your share of local market sales potential. 


Bartering leads to sales .. . 


A Maine dealer thought there ought to be a way to sell more ice skates and 
accessories. His price selections and assortments were competitive. Someone 
suggested he try taking in old skates in trade, and he found it productive. 

This dealer began allowing 50¢ to $3.50 per pair for old skates in exchange 
for new ones. The idea caught on overnight, and it became profitable in two 
ways. 

First, this trader found that by investing about $1 average in new laces, 
sharpening and polishing, he could sell the used-but-good skates at a profit. 

Second, trading led to more sales and better turnover in new skates, at full 
profit. 

This idea has application to many other repairable sports’ items such as 
outboard motors, bikes, guns, and golf clubs. 


Everyone likes entertainment . . . 


Celebrities, even the home-grown variety, draw crowds. Every town has 
well known and outstanding sportsmen .. . hunters, casting experts, figure 
skaters, etc. 


As a rule, a little money or the promise of wide publicity can draw these 
persons into demonstrating their skills as a contribution to your weekend or 
week-long promotion. 


If your market is the big city, it will often pay to hire a big-league ball 
player or other well-known athlete to high!ight a sales event. Some manufac- 
turers have these athletes on their staffs as public relations men in the off- 
seasons. They are available for your promotions, if you write to manufacturers 
well in advance of sale-time. 
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Swapping boards effective . . . 


A 2x3 ft board of perforated paneling can prove 
traffic magic for your fishing goods’ section. This is 
a conversation piece, much like the checkboard table 
in days of yore. Fishermen bring in lures and flies 
that are still good, in search of different models to 
try. Even-up swapping is the rule, with a small 
charge where larger, more expensive lures are given 
in trade for small models. The profit from swapping 
boards lies in the other sales this traffic generates. 


COMPLETE 


BOWLING 
OUTFIT 


AONE WOME BY 8 3 











Try new display ideas .. . 


Here’s a dealer’s solution to small display area for 
fishing reels. Scrap lumber hubs are fitted with odds 
and ends of plumbing to provide revolving arms that 
hold 18 reels in a tiny display area. This unit offers 
easy comparisons for shoppers. It speeds buying 
time while showing a good variety of stock. 





Combination prices hike average sales .. . 


Why not combine the basic items for a key sport 
into a big-ticket unit package? Instead of making 
piece-meal sales on a $9 rod, $7 reel, and other acces- 
sories, you can offer a package deal at $19.95 for 
the sportsman who’s just beginning. A _ bowling 
outfit (shown) offers $40 worth of equipment, bought 
piece-meal, for one big sale price of $38.83. You 
get all the business all at once. It’s worth taking a 
slight retail reduction, for you get better unit volume 
and look as competitive as nearby discounters. 





Nine Profit Suggestions 


(Continued ) 





WE RENT 


For winter sports’ file . . . SKIS 
There’s big winter volume in rentals. This has been proven at CLOTHING 


Skaggs Hardware Supermart, Hayward, Calif. This dealer opened BOOTS 

a large ski rental section last year, to coincide with the impact 

of Olympic Winter Games in that area. POLES 
Skaggs’ rental section was set up with some 100 ski units, and 

other items such as poles, bindings, etc. Nearby displays featured BINDINGS 

sun lotions, waxes, mittens, socks, etc., as natural tie-in sales items. 


This idea has application in many sports’ lines such as guns WE SELL 


and hunting gear, camping goods, etc. 
Some hardware dealers, such as Skaggs, arrange sporting tours EVERYTHING ELSE 
. weekend ski trips, for example, for a package price. ; 
Many customers ate infrequent use for expensive sports items, YOU LL NEED 
and are therefore reluctant to buy them. Others who think they 
will enjoy a given sport, but are not sure they will stick with it 
after some experience, are also loath to invest too heavily at the 
outset. These are natural customers for sporting goods’ rentais. 











Trophies turnout traffic .. . 


An Ohio dealer finds team traffic is easy to come by, with the lure 
of trophies. This dealer gets lots of business from the Little 
League and American Legion softball and hardball teams, with- 
out discounts, each year. 

The dealer’s idea is simple. An engraved trophy is offered the 
winner of each league each year. The two trophies are large, 
silver plated models. 

Each year they are inscribed to the winning team. And with 
each formal presentation there is plenty of local news publicity. 

A team that wins three years in a row gets to keep the trophy, 
and a new one is designed to take its place. 

One such trophy has been won for permanent possession just 
once in the past 10 years. The trophies cost nearly $100 each, so 
the net cost for each award comes to about $10 annually. 

For a few hundred dollars over a 10 year span, this dealer has 
gotten a fortune in free publicity and thousands of dollars in 
team business. 

Another aspect of trophies is direct sales. Many hardware deal- 
ers sell a variety of trophies, ranging from $2.50 to $50 each. 
Some have to be ordered from catalogs, some are kept in stock. 

This is a high margin business, with a broad average of about 
50 percent profit on retail. You’ll find trophy jobbers in the yellow 
pages of the telephone book. 


nee 
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Let ‘em try it. . 


Guns, bows and arrows, golf equipment, and most other sporting lines sell 
100 percent better when customers can try them in action. 

In building arehery sales, for example, nothing is more effective than a big 
straw target in a protected area (the bigger the better; those who miss may 
lose enthusiasm) to let the trade try before it buys. 

Some dealefs have built protected gun ranges in their basements or back- 
rooms. Just the sounds of a gun being fired draws traffic. Other dealers pro- 
vide blank shells for test firing that gives the feel of the weapon in safety. 

A mounted basketball hoop will boom sales in the line. Some green matting 
gives you a putting green for golfers. A working camp stove will sell twice as 
fast as one under glass. Such examples are numerous. 


Prime suggestion: 


ai 


Specially designed women's guns are but one example 


Women customers are greatly affecting sporting What is the percentage of women shoppers in stores 
goods’ sales. Each year they become more important doing $50,000-$100,000 a year? 
in planning your stock selections and merchandising. 
In surveys of sporting goods stores, it is shown that 
many larger outlets can count on upwards to 50 per- 
cent of their sales volume from women. Here are the 
sales proportions in sporting goods’ stores to help 
you estimate your distaff potentials: 


Almost 45 percent of these stores have 10-25 per- 
cent female trade. 

Almost 30 percent of these stores have 25-50 per- 
cent female trade. 

Exactly 8 percent of these stores have 50 per- 
cent or more female trade. 


What is the percentage of women shoppers in stores 


What to do about the growing women trade? 
doing $50,000 or less a year? 


Remember its importance in your advertising, 
Almost 40 percent of these stores have 10-25 per- your displays and windows, and in training your 
cent female trade. salesmen. In general, remember that sporting fun 
Almost 20 percent of these stores have 25-50 per is family activity. If you would improve your repu- 
cent female trade. tation as sporting goods headquarters, and as a 


Almost 10 percent of these stores have 50 per- family store, beam your promotions at the female 
cent or more female trade. trade. 
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Needed: Staple stock control 


Don’t fly by the seat of your pants. Know what's selling 


and what is not, with stock control for sporting goods. 


Stock controls find their greatest usefulness in 
seasonal merchandise. For this reason, some form of 
control is necessary to manage a successful sporting 
goods’ department. 


Stock control needn’t be a frightening word. 


There are many simplified systems that are un- 
complicated to install and require a minimum of 
bookwork to maintain. 


But many hardware wholesalers and some manu- 
facturers have recognized that formal, written rec- 
ords in most control plans are a bit too much of an 
undertaking for many thousands of stores. Accord- 
ingly, they have designed pressure-sensitive labels 
or tags that fit bin-clip price holders. They also 
stick on glass, wood, or merchandise. 

These little labels are usually marked for maxi- 
mum-minimum quantities, so that any item may be 
visually checked for reordering. 

Since there are probably many dealers who aren’t 
serviced by a wholesaler that has max-min labels 
available, Hardware Agc has designed similar labels 
to fill this need. 

Hardware Age calls its max-min markers Vizu-Con- 
trol labels. 

Dealers who presently use a formal stock control 
plan are finding various types of max-min stickers 
a handy adjunct. Such stickers will prove useful in 
almost any store, regardless of present controls being 
used. 

What is the concept of max-min pressure-sensitive 
labels? 

—Sticky-back labels that peel off of a master 
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sheet. Quick to mark and apply, they stick to any- 
thing straight or round. They are standard clip-price 
size to fit bin markers. 

— The labels give visual control. No master record 
forms are needed. There’s writing space for product 
name, number, and maximum-minimum figures. There 
is ample room for retail price, with space allowed for 
you to enter your cost code if you wish. 

Armed with a stack of these markers (eight to a 
master sheet) you scan your sports’ section .. . or any 
section for that matter. On every bin, hook, or fixture 
where you have firm ideas about the right maximum- 
minimum stock levels, you fill out a Vizu-Control 
sticker. 

You affix the sticker, either to the display unit or on 
permanent samples. From this moment on, you have 
only to inspect the section and note which items are 
reaching the danger (“minimum’’) point shown on 
the sticker. 

You will always know if you have enough, too much, 
or too little. 

You will find Vizu-Contro] stickers hardy. They can 
be changed as you find the need to alter max-min 
figures or prices. 

A single Vizu-Control sticker may be useful for 
years on a bin holding a basic staple item. And the 
stickers may be removed and replaced without fuss. 

Over a period of months, you can gradually bring 
your entire store under visual control. Each day or 
each week, you label another bin section or wall dis- 
play. In an amazingly short time you'll be able to 
walk through the store armed only with an order sheet. 





You'll be able to spot-order entire departments in 
moments, and know that you are not flying by the 
seat of your pants. 

Once you have set up departments or the entire 
store, you can delegate reordering, and safely, to 
others. 

Your only instructions need be: “Reorder only the 
items that are at, below, or approaching the minimum 
figure on the Vizu-Control labels. Also, give me a 
list of all items that exceed the maximum figure.” 

As time goes by, especially with regard to seasonal 
lines, you will have to alter both maximum and mini- 
mum figures. 

For the first time, you’ll be able to find out if 12 
of this or 6 of that is an ample maximum figure. Or, 
you may learn that many low-point minimums you 
now have fixed in your mind are simply inadequate. 

Realistic low point are crucial. 

If the low point is too low, you will never have time 
to lay in a new supply before you run out completely. 
And outs mean sales losses and disgruntled customers. 

Realistic maximums are important, too. An accurate 
maximum has a single purpose: To be enough stock 
for average reorder periods, without building up un- 
needed reserves that stifle turnover. 

With Vizu-Control, you will have tight rein on high 
and low points. You’ll be able, in some cases, to trim 
maximum figures and increase your buying power. 
And you will be able to readjust low points so that 
outs become an uncommon occurrence in your store. 


Staples get Vizu-Control first 


What items deserve Vizu-Control? All items and 
lines that you would call staple. Fancy wares, some 
housewares, and slow-moving service items need not 
get the time and attention, at least until major basic 
staples have been covered. 

Vizu-Control has another important value, from the 
customer’s point of view. That is, it doubles as a 
legible retail price ticket for all merchandise on 
display. 

Every dealer in these competitive times needs some 
form of stock control. Formal, written records are 
best, of course. 

But many dealers have not the time or money to 
make a major changeover to a formal system. Their 
alternative is Vizu-Control. 

Dealers who rely on memory to fill holes in their 
stocks are losing sales due to outs. Either they forget 
some items, or they are not aware of needs until a 
gap occurs on the stock shelf. When an item is thus 
noticeable, it is out. This means no-sales until a week 
later when the new stock arrives, in many cases. 

You need not consider implementing Vizu-Control 
throughout your store in one swoop. A department-by- 
department plan lets you do the job when time allows, 
and removes the pressure to get the job over with. 

One order of Vizu-Control labels (see illustration) 
gives the average dealer enough markers for an aver- 
age department such as sporting goods or paint. When 
one is finished, another may be begun, at the dealer’s 
convenience. 

This is a few dollars well invested, for the reward 





How to get started with a Vizu-Control 


plan for staples in key departments 


Enough Vizu-Control labels for an average section 
such as sporting goods are yours in a 50-sheet or- 
der. The labels are eight to each sheet, for a quantity 
of 400 labels at a cost of $2.90, postpaid. This 
gives you visual control for an indefinite period for 
roughly Yc per bin or stock section. Packages of 
125 may be ordered at $6.50 for a saving of more 
than 10 percent. Labels peel off of master sheet 
with ease, and stick firmly where applied to any 


type of surface. They are removable and reusable 
for three years. 
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This is the % in. x 25% in. Vizu-Control label (slightly 
enlarged). 
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Here is how it looks when filled in. Note space for cost 
coding. 





























Vizu-Control Labels 
(8 labels per sheet) 
Send me (check one): 


50 sheets @ $2.90 . 
125 sheets @ $6.50 
Ship to: 


Make check or money order payable to “HA Reader Service 


Dept.’’ Mail to Hardware Age, Chestnut & 56th Sts., Phil- 
delphia 39. 





of extra sales and the control of slow movers provides 
immediate returns. 

Dealers who have tested Vizu-Control type labels 
invariably wind up by using them throughout their 
stores. There is no doubt that they provide valuable 
sales data that was previously unknown or guessed-at. 
This data is money in the bank, when someone puts 
it to use. 
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Empty bins kill sales, 
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You can’t sell sporting goods from empty bins. 
Customers are reluctant to serve themselves from 
empty or half empty bins. You lose valuable im- 
pulse sales that are the basis for a big percen- Empty bins show you where your fast sellers 
are. Each empty bin is like a red danger signal 


tage of sporting goods’ sales. 

The best sellers in this line may account for 
up to 40 percent of total sports’ sales, yet repre- 
sent as little as 10 percent of shelf space. And 
here is most likely where your empty bins occur. 


that says “Look out! you’re losing sales.” 

Keep bins full, even if it means temporary du- 
plication of some lines until fast sellers are de- 
livered. Empty bins won’t pay the rent. 


How to cure the ‘BINS’ 


—If you’re short on replacement stocks, move dividers to reduce size of bins. 
Half-filled bins can be made to look full again .. . temporarily. 


—Fill empty bins with duplicates of items already on display . . . temporarily. 


—Use empty bins as a guide to reconsidering your basic order quantities. Per- 
haps you’ve been buying too little right along. 


—Be certain employees make use of max-min markers, want cards or short slips 


to let you know in advance that an item is moving toward low point. Cure outs 
before they occur. 
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NEW PYREX MAGIC CRADLE *2.95 


Like magic, piping hot casseroles—large or small, round, oval, rectangular—fit into world’s first 
self-adjusting serving cradle! Looks lovely on the table...protects the surface, too. Gleaming chrome 


finish stays bright. Stores or hangs compactly. Increases the usefulness of PYREX WARE 























REX 


and here’s your 
FREE DISPLAY KIT 


#CD-37 


ve 
Your Free Display Kit Contains 


Fashion display piece 

Magic Cradie window banner 

individual Product toppers 

Magic Cradle easel card 

Ad Mats (on request) 

Envelope enciosure #CF-68 (imprinted free on request) 


For more intormation on the above offer contact your 
focal authorized Pyrex distributor. 


vs 


SPRING 
GIFTS 


that sell themse/ves on sight/ 


Perfect shower, wedding or 
Mother’s Day gifts! 


oe 


7” 


’ ale 
7% 


PYREX Cracker Barre/ 


2’ Qt. Cracker and cookie container. Sturdy 
Pyrex glass goes into the oven to freshen contents. 


Retails for $4 59 


ads 3% 
| 


PYREX Bride's Casserole 


1% Qt. Round casserole with gay green 
decoration on white. Gleaming brass cradle with 
wainut handles, for graceful serving. 


Retails for $ 395 


+ 


PYREX 
( QSOs 


Use this handsome 
display to show off 
these and other 
year ‘round Pyrex 
sales makers! 





Little Giant 


For More Profits 


No. 2 Hooded Basement Bailer 


There’s a Little Giant Pump for any liquid handling application 
...and more PROFITS for you when you handle our complete 
line. Little Giant Pumps can be used in landscaping applications, 
as a sump pump, in many other ways around the house or busi- 
ness. Contact us today for prices, specifications and the name 
of your Little Giant representative 


oe 
af: 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 97, and mail 


item 1 
Portable shelter for two 


This Sportsmen’s Shelter is big 
enough to conceal or protect two 
persons. It can be put up quickly 
without center poles, guy ropes or 
stakes. Two rear apertures zip 
open to give full vision. Shelter 
folds into compact bag weighing 


11-lb. It comes in olive green, and 
has a suggested retail price of 
$49.50. American Thermos Prod- 
ucts Co., Dept. HA, Norwich, Conn. 


Item 2 
Lightweight miniature axe 


The compact size and weight of 
this miniature axe make it attrac- 
tive to women and youngsters. It 
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has a polished steel hollow ground 
blade, white hickory handle, and 
leather sheath. Weighing only % 
lb., its hollow ground blade and bal- 
ance gives it the cutting power of 
heavier axes. It’s packaged on a 
3-color card. Vaughan & Bushnell 
Mfg. Co., Dept. HA, 135 S. LaSalle 
St., Chicago 3, Ill. 


Item 3 
New model fishing reel 


This Pflueger Supreme reel] has 
free spool feature that aids in mak- 
ing longer casts with lighter lures 
and less effort. The reel has a 
smooth operating star drag type 
handle which assists the angler in 


catching larger fish with smaller 
line. It is a satin chrome plated 
aluminum reel with phosphor 
bronze bearings and gears. Comes 
equipped with a zipper Naugahyde 
reel case, Speede reel oil, Runfree 
gear grease, cork arbor, screw- 
driver-wrench, rubber back plate 


_ 


ANY 


cushion, rubber handle grips, and 
a crank nut wrench. Enterprise 
Mfg. Co., Dept. HA, 110 N. Union 
St., Akron 9, Ohio. 


Item 4 


Station wagon sleeping bag 

H. Wenzel’s 1961 mode] station 
wagon sleeping bag has a full 6-lb 
of the new DN-100 filling. The bag, 





Here is a quick Check 
List of items described 
in the following pages 


No. 1408, is 54-in. wide and 84-in. 
long. It has full mattress pocket, 
two 72-in. double pull zippers, is 
weatherstripped and has ample 
room for sleeping two. The bag has 
water repellent forest green outer 
cover and bright scotch plaid lin- 
ing of soft flannel. H. Wenzel Tent 
& Duck Co., Dept. HA, 2200 S. 
Hanley Rd., St. Louis 17, Mo. 


Item 5 


Deluxe 20 in. bicycle 

This luxury La Sabre 20 in. Con- 
vertible Bicycle has a new slim- 
line tank, chrome rear luggage car- 
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rier, chrome fenders, chrome head- 
lamp and whitewall tires. It also 
has a safety coaster brake and Ross 
Duoweld frame that has a lifetime 
guarantee. Rear balance wheels are 
to help children in learning control 
of bicycle. It’s available in aqua- 
marine and black. Chain Bike 
Corp., Dept. HA, 350 Beach 79th 
St., Rockaway Beach, N. Y. 


Item 6 
Charcoal broiling grill 


Androck’s Broil ’n Serve, Model 
No. 913-1, has a 9 x 12 x 2 in. 
welded wire basket and cover for 
cooking over coals. Cover locks in 
four positions to hold meat in place 
when broiler is turned over. Side 
grips give sure handling. Basket 
is also useful as a serving rack 
or as a casserole when line with 
foil. It is packed individually in a 


color counter display carton, and 
retails at $3.98. Washburn Co., 
Dept. HA, 28 Union St., Worcester 
8, Mass. 


Item 7 
Flashlight display unit 


These Eveready Highlander 
Flashlights, Model No. 327, come 
seven to a counter display carton. 
The lights have a polished chrome- 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Highlander 


plated case with knurled grip. Poly- 
ethylene head comes in a choice 
of red, yellow and turquoise. Deal- 
ers pay for six lights and get one 
free. List price of the Highlander 
is $1.19. Union Carbide Consumer 
Products Co., a division of Union 
Carbide Corp., Dept. HA, 270 Park 
Ave., New York 17, N. Y. 


Item 8 
Mercury filled plumb bob 


This Starrett plumb bob is made 
of solid steel, bored and filled with 
mercury to provide low center of 
gravity and sufficient weight. Hex- 
agonal head prevents rolling. Re- 


movable point is nardened and 
ground for accuracy and long life. 
Each bob has a strong braided 
silk line which can be wound around 
recessed top to adjust length. Bobs 
are available in four sizes and 
weights: 4%-in. long x %-in. diam- 
eter, weighs 3%-0z; 54% x %-in., 
weight 6 oz; 6 x %-in., weight 12- 
oz; and 6% x 1-in., weight 16-oz. 
L. S. Starrett Co., Dept. HA, Athol, 
Mass. 
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Item 9 
13-oz. spin-casting reel 


Here’s a heavy-duty closed face 
spin casting reel for fishing in salt 
and fresh water. Regent No. HD- 
990 contains non-corrosive mate- 
rials. Features include a self con- 
tained drag control unit, and roller 
action line retrieve which elimin- 
ates friction. The unit is self wind- 
ing with one-piece die cast spool, 
has positive anti-reverse crank, 
and guarantees no line pinching 
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or twisting. Spool can be removed 
without tools. Finished in two-tone 
gray and comes with spool filled 
with about 135-yd 15-lb test limp 
monofilament line. Retails for 
$29.95. Bronson Reel Co., Dept. 
HA, Bronson, Mich. 


Item 10 
Adjustable lawn sweeper 

The Parkerette lawn sweeper has 
a Dual-Hite Handle that adjusts 


the height for operator’s comfort. 
The tubular handle has a slide ad- 


justment at its base. Most com- 
fortable operating height can be 
obtained by loosening the wing-tip 
nuts and retightening in desired 
position. Parker Lawn Sweeper Co., 
Dept. HA, Springfield, Ohio. 


Item 11 
Electric circuit tester 


The Burnworth electrical circuit 
tester, No. 233, is a continuity 
tester powered by two penlite bat- 
teries. The lamp indicates whether 
or not a circuit is continuous when 
the alligator clip is fastened to one 
end of the circuit and the pred is 
in contact with the other end. 
When the lamp glows the circuit 


is complete. Handle of high dialetic 
material and test lead wire with- 
stand 6000 volt. Retails for $1.98. 
Burnworth Tester Co., Dept. HA, 
815 Pomona Ave., El Cerrito 8, 
Calif. 


Item 12 
Aluminum roof coating 


This aluminum based fibrated as- 
phalt coating is for roof surfaces 
of factories, farms, houses, garages, 
etc. Can be applied easily with a 
brush or squeegee on composition, 
tin, gravel, slate and many other 
type roofs in addition to asbestos 
siding and concrete. Once applied, 
the coating remains flexible and 
won’t dry out, chip or peel. The 
coating reflects the sun’s rays and 
will keep interiors cooler in Sum- 
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mer and warmer in Winter. Cham- 
pion Bronze Powder & Paint Co., 
Inc., Dept. HA, 2101 N. Elston 
Ave., Chicago 14, Ill. 


item 13 
Steel-wire bicycle basket 


Here’s a deluxe side saddle bi- 
cycle basket with a new contour 
shape. It’s made of all chromad 
plated steel wire. All cross joints 
are welded and rolled over at top 


to eliminate sharp edges. Comes 
equipped with adjustable steel 
brackets and clamping straps. List 
price for the 12 x 6% x 12-in. 
basket is $3.89 per pair. Dennis 
Mitchell Industries, Dept. HA, 4424 
Paul St., Philadelphia 24, Pa. 


ltem 14 
Water softeners, filters 

The Cameo line of water soften- 
ers and filters features appliance- 
type styling with de-emphasis on 
external pipes. It has a Durolastic 


tank lining over hot-dipped gal- 
vanized steel, adding extra life to 
the tanks. The line also has an at- 
tractive control box design and a 
new label featuring a female cameo 
profile. Fully-automatic, semi-auto- 


matic and manual models in both 
softeners and filters are available. 
Duro Co., Dept. HA, 527 E. Monu- 
ment Ave., Dayton 1, Ohio. 


Item 15 
Bubble-packed fixtures 


Turnbuckles’ 32 Easy Hang per- 
forated board fixtures are mounted 
on 5 x 4-in. and 9 x 5-in. cards. 
The fixtures are self-locking, and 
are used to add storage space in 
homes. The cards are punched for 
rack merchandising. Contents of 
the package are clearly shown and 
space is provided for price. Turn- 
buckles, Inc., Dept. HA, P. O. Box 
333, Michigan City, Ind. 


Item 16 
Protective garden spray 


Soil-Set is a rubber-based garden 
spray which protects freshly seeded 
lawns against the elements of 
weather. It forms a web-like, non- 
water soluble coating which per- 
mits watering or irrigation of the 
seeded area. After grass begins 
to grow, the coating decomposes 
and washes into the ground. Can 
be applied with any conventional 
garden sprayer or sprinkling can. 
It’s harmless to humans and ani- 


mals. Packaged in 1-gal cans which 
provides coverage for about 500 sq 
ft. Retails for $5. Alco Oil & Chem- 
ical Corp., Dept. HA, Trenton & 
Williams Sts., Philadelphia, Pa. 


Item 17 
Line of plated fasteners 


Standard Screw’s line of Stan- 
screw plated fasteners includes hex 
cap screws, hex and hex screws, 
carriage bolts, lag screws and hex 
nuts. Selection includes more than 
250 different types and sizes. Fin- 


S&S 
est commercial plating is used on 
the fasteners which provides extra 


corrosion resistance. Standard 
Screw Co., Dept. HA, 2701 Wash- 
ington Blvd., Bellwood, Ill. 


Item 18 
Crabgrass control formulas 


Your customers can have a choice 
of two types of decthal-based crab- 
grass controls this spring. They’re 
called Rid and Vitogro Crabgrass 
Preventer. The formulas give sea- 
son-long control when applied in 
early spring before crabgrass 
germinates. Killing action occurs 
as the seeds sprout. Both formulas 
are harmless to lawn grass and 

(Continued on page 96) 
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NEW 
PROGRAM 
TO HELP 
YOU 
DO MORE 
BUSINESS 


“*K NOW! 
(Guaranteed 
Results 

Qn 
Wear-Kver 


Stock! 


SCIENTIFICALLY DESIGNED 
FOR GROWTH! 


Helps your sales reach their maximum 
through... 


1. Display of Full, Integrated Line 


You'll be the Wear-Ever Cookware 
Center to all your customers and pros- 
pects. They’ll know they can find the 
utensils they WANT’, make their choice 
from the full line. 


2. Impulse Sales and Reminder Sales 


Mass display in heavy-traffic loca- 
tion with the famous Wear-Ever label 
prominently displayed on items will add 
volume in impulse sales, jog memories 
for reminder sales. 


3. Combination Sales 


Pots and pans are scientifically ar- 
ranged—paired off by related items so 
one sale suggests another for multiple- 
unit purchases. 


4. Balanced Stock 


Wear-Ever can tell you how many 
you need of which items. . . and how fast 
you'll need replacements and adjust- 
ments according to the movement of 
faster selling stock. 


ROTATING INVENTORY CONTROL 


The inventory in your Cookware Cen- 
ter display unit will be maintained by 
regular calls from your Wear-Ever fac- 
tory salesman. He’ll keep your stock up 


to date, just right on faster moving items. 


You won't lose sales because of out- 
of-stock conditions or suffer low turn- 
over because of overstocking, and you 
can start with your present stock. 


HERE’S HOW YOU START 


After your Wear-Ever salesman has 
brought your inventory completely up 
to date, install a colorful, space-saving 
Wear-Ever Cookware Center displayer 
in your store. You have a choice of two 
compact units, each designed by mer- 
chandising experts, to help you sell more 
Wear-Ever products. These units are 


SPECIALLY OFFERED TO YOU AT 


HALF 
PRICE! 


Self-service merchandising unit stocks 
a Wear-Ever assortment that experi- 
ence proves will sell . . . shows your cus- 
tomers a full, complete line . . . actually 
costs you less than 50% of cost. Think 
what this would cost if you had it cus- 
tom-made. 


PROTECTED FULL PROFITS 


You are familiar with Wear-Ever’s 
strong price and profit protection policy. 
Few firms in the industry have done as 
much to safeguard dealer margins. 
This rock-solid protection policy will 
be maintained. 


Only the industry’s leader could offer 
such a plan for sure profits... a way 
to make your sales grow, GROW, 
GROW to the highest level ever! 
Here’s the full story , 

on this NEW com- 
PLETE PROGRAM. 


» Sa 
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DISPLAYER “B” 
Compact 4’ x 6’ display holds 
a ced | choice selection of 70 most popular items. 
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DISPLAYER “A” 


Attractive lighted display with smart 
tile shelving and background holds 110 
units in 4’ x 10’ floor space. Top shelf is 
just 57” high. 


ADDED “PLUS” 


WEAR-EVER HELPS YOU PAY FOR 
LOCAL NEWSPAPER ADVERTISING 


Wear-Ever will pay 40 percentofthe nished free) to be run within the first 
established nationalopen-lineratein year after you put in a Wear-Ever 
your city, town or community paper Cookware Center, when you buy 
for four newspaper ads (mats fur- through your distributor. 


MAIL THIS COUPON TODAY 




















Cookware Center Program HA-3 
Wear-Ever Aluminum, Inc. 
New Kensington, Pa. 


SWEETHEART FOIL CAKE PANS 


250 pans free with your Wear-Ever dis- 
player and initial stock order e Offer pans 
to the first 250 women visitors e Give them 
away as sales premiums e Give to prospects 
who register for your own prize drawing 


Please send me complete details on the Wear-Ever Cookware Center Program. 





e Feature offer in your local advertising i ecsimvinaininsapenaiiipmmmmatennreti snetusiepitnetuenstanananniensssinsianeniinpticatines ‘o 

e Display offer in your store window e Use 

however you please to make traffic grow. Store Name__ teenie mteitnieisiiiiteseemmesibceaminn 
Address__ 


—— ee ee ee ee ee ee ee ee ee ee a a a 


City Zone State_ 














BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


(Continued from page 93) 
pets. No watering-in is necessary 
and lawn feeding need not be de- 
layed. Rid retails at approximately 
$8.65 and covers 2,500 sq ft. 
Vitogro Crabgrass Preventer, with 
a stronger decthal concentration, 
retails for approximately $9.65 and 
eovers 3,000 sq ft. Agricultural 
Chemical Div., Swift & Co., Dept. 
HA, Chicago 9, Ill. 


item 19 
Utility straps with hooks 
Strongboy Utility Tote Straps 
are made of 2-in. tight-woven olive 
drab web belting. Straps have 
maximum length of 41% in., and 
have heavy-duty steel hardware, 
cadmium plated against rust. Firm- 
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grip hooks on each end have snap- 
steel spring tongues anchor- 
stitched to the belting. Voss Belt- 
ing & Specialty Co., Dept. HA, 
5645 N. Ravenswood Ave., Chicago 
26, Ill. 


Item 20 


Liquid-spray glass cleaner 


Here’s a glass cleaner which 
cleans, polishes, prevents fogging, 
and repels soil. Called 3-Way, it is 
a liquid spray cleaner packaged in 
an unbreakable plastic squeeze- 
spray bottle. Provides a _ four- 
month supply for the average home. 
Retails for $1. Circle Research 
Laboratories, Inc., Dept. HA, 855 
Bloomfield Ave., Glen Ridge, N. J. 
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Item 21 

Lubricant in squeeze bottle 
Dry Lube powder lubricant is 

ideal for home, workshop, garage 

and farm use. It’s non-soiling and 

will not melt or freeze on the job. 


“- 


The lubricant is available in a 
handy one-puff’s-enough polyethy- 
lene applicator. It also comes in 
1-lb cans and drums of 5, 10, 50 
and 100 lb for industrial use. 
Reardon Products, Dept. HA 307 
Cass St., Peoria, Ill. 


Item 22 
Plastic decorative wall plate 


Here’s a decorative wall plate 
of Cynamid’s Beetle urea plastic 
with an overlay. Two designs are 
gold scroll and rose pattern. The 








wall plate is easily cleaned, cannot 
rust, will not stain. Screws are of 
a special formula nylon which pro- 
vides uniform coloring in the head 
of the screw and will not chip. 
Slater Electric & Mfg. Co., Dept. 
HA, Sea Cliff Ave., Glen Cove, 
N. Y. 


lfem 23 
Economy priced tray table 


MarshAllan’s TV Tray Table is 
made of heavy metal lithographed 
in Tole Rose white or black. The 


sturdy, tubular lustre brass legs are 
“2 in. in diameter. It’s priced for 
impulse buying by housewives at 
only $1. MarshAllan Mfg. Ceo., 
Dept. HA, 1971 W. 85st St., Cleve- 
land 2, Ohio. 


Item 24 


Mower and garden tool spray 


Easy-Cut lawn mower spray pre- 
vents grass from sticking to blades 
and permits mowing of wet grass. 
The slick, colorless mist makes 
grass slide off all mower parts. It 
also provides an invisible protec- 
tive coating which resists rust and 
corrosion. The spray is also used 
on manual and electric hedge clip- 
pers, grass trimmers and pruning 
shears. Easy-Cut comes in a 16-oz 
aerosol spray-top can and retails 
at $1.98. Speco, Inc., Dept. HA, 
7308 Associate Ave., Cleveland 9, 
Ohio. 


item 25 
Reel-type power mower 


Sentry Safe-Cut power mower 
looks like a rotary but uses the 
Roto-Reel cutting mechanism. The 
Roto-Reel consists of two 22 in. 
high-carbon steel blades welded to 
a steel cylinder 5 in. in diameter 
It is powered by a belt-driven, 4- 
cycle, 3 hp Briggs & Stratton en- 
gine. Ball bearing wheels are in- 
set to permit trimming within ™% 
in. of objects. Front wheels have 
pin-lock adjusters, giving five cut- 

(Continued on page 101) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 


postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 


——_ a; 


N. Y. 


HARDWARE AGE. | want details items circled: 
£6 4.8K ee 1314 «15 
20 21 22 23 24 25 26 2 29 31 32 «33 


38 40 41 42 43 44 4 49 
57 658 60 62 
75 
93 


51 
67 69 
85 

103 

121 

139 


FIRST CLASS 


New York 








129 


United States 


he 


316 3 
334 
352 
} 370 
379 7 388 392 393 394 
397 , 406 409 410 412 
415 | 424 427 428 430 


Front cover adv. Second cover adv. 
Third cover adv. Back cover adv. 
Name 


SINESS REPLY MAIL 
POSTAGE WILL BE PAID BY 
HARDWARE AGE 


Post Office Box 60 
Village Station 


NEW YORK 14, N. Y. 


U 


o postage necessary if mailed in t 








E 


My wholesaler 
Wholesaler's address 
Card is valid 8 weeks only 





HARDWARE AGE BUYING CHECK LIST- 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 


the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


tor you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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FOR WHEELING CUT NAILS 


NOW! EASIER THAN EVER 
TO STORE, STACK, HANDLE, USE! 


There’s a new look about Wheeling LaBelle Cut Nails— 
a look that means greater economy, greater profits for 
you. You see, Wheeling now parallel-packs LaBelle Cut 
Nails in new 50-pound corrugated cartons. Here’s what 
this means to you: 

1. Saves valuable warehouse and truck space because 
sixteen 50-pound cartons take same storage space as 
three ordinary wooden kegs. 

2. Easy to inventory because every carton is color- 
coded and side-marked for fast, positive identification. 

3. Faster to use and weigh because parallel packing 
assures a full handful every grab. 


4. Lowers freight costs because two 50-pound LaBelle 
cartons weigh only two pounds, compared to seven for 
100-pound kegs. 

5. Quicker, safer handling because cartons stack 
straight, sure on both pallets and hand-trucks. 

6. Same high nail quality because only the container 
has changed — you still get the same famous dependa- 
bility that made LaBelle Cut Nails first choice of 
pros everywhere. 

Get the full story on LaBelle Cut Nails in the new, 
money-saving container from your Wheeling man. 
Wheeling Corrugating Company, Wheeling, W. Va. 


IT’S WHEELING STEEL! 


Wheeling Steel District Offices: Atlanta, Boston, Buffalo, 
Chicago, Cincinnati, Cleveland, Detroit, Houston, New York, 
Philadelphia, St. Louis, San Francisco, Wheeling. 


Subsidiary 


WHEELING CORRUGATING COMPANY WAREHOUSES: Boston, Buffalo, Chicago, 
Columbus, Detroit, Kansas City, Louisville, Martins Ferry, Minneapolis, New York, 
Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston, New Orleans. 
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SAVE £322 
REGULARLY $42.50 


Want more facts? Circle 144, p. 97 


100 «© HARDWARE AGE, March 23, 1961 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


(Continued from page 96) 


ting heights from *% to 3% in. 
Chrome steel handle has slanted 
grips to reduce operator fatigue. 
Mower deck is finished in metales- 
cent green, engine and wheels in 
gold. Retail price is $114.95 with 
recoil starter; $119.95 with wind- 
up starter. Sentry Mfg. Co., sub- 
sidiary Locke Stove Co., Dept. HA, 
114 W. Eleventh St., Kansas City, 
Mo. 


Item 26 
Packaging tape in 5 colors 


Johns-Manville’s No. 352 colored 
packaging tape comes in red, green, 
blue, white and yellow so that it 
can be used for color coding pur- 
poses. It has a semi-gloss surface 
that can be easily marked with 
pencil, ink, crayon or rubber stamp. 
The tape is available in 60 yd stand- 


ard lengths, with other lengths sup- 
plied on special order, in widths 
from %4-in. up. Tape is packed in 
12-roll boxes of all one color. Dutch 
Brand Div., Johns-Manville, Dept. 
HA, 22 E. 40th St., New York 16, 
Ne 


Item 27 
Engine powered modei racer 


The Thimble-Drome Grand Prix 
Racer, an engine powered model 
racing car, is scaled from a Mer- 
cedes-Benz W-196. It features 
forced air cooling to prevent burn 
outs from racing idle, a double 
joint driveshaft coupling the front 
engine to the 2-wheel rear drive, 
and spring suspension on all 
wheels. It also has treaded tires, 
chrome wheel spokes, knock-off hub 
caps, twin rear view mirrors, wind- 
screen supports and chromed ex- 


haust pipes. It comes in a full color 
display package with color display 
card. L. M. Cox Mfg. Co., Dept. 
HA, 730 Poinsettia, Santa Ana, 
Calif. 


Item 28 
Ironing board cover clips 


Each carded package of Travco 
Replace-a-Ironing Board Cover 
Fasteners is attractively printed 
in red, black and white. Plastic 
bubble gives a clear view of the 
set of 5 prepriced fasteners. Speci- 


fications and directions for use are 
clearly printed on each card. Cards 
are prepriced at 49¢. Travco Plas- 
tics Co., Dept. HA, 1041 E. 46th 
St., Brooklyn 3, N. Y. 


Item 29 
Four wall finish colors 


Four wall finish colors, ivory, 
beige, pale green, and haze grey, 
have been added to the Tile-Cots 


line. The pastel colors are for use 
on general wall surfaces in fac- 
tories, offices, schools, and other 
buildings. Can be applied with 
brush or spray. Tile-Cote contains 
a minimum of 50 percent epoxy 
resin in each color. Wilbur & Wil- 
liams Co., Inc., Dept. HA, Nor- 
wood, Mass. 


Item 30 
Three cold chisei lines 
This 700 line of alloy steel cold 


chisels with hexagonal stock are 
finished in midnight blue with pol- 


ished land and bit. The line re- 
places the No. 74 line, B line and 
No. 600 chrome-plated line. The 
Uni-Rack, No. 790D, has 3 each 
of the chisels in %4, %, % and 
3g-in. sizes, and two each of differ- 
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It’s Our | 


ia Present! 


At this time, Edward K, Tryon Company 
is especially happy to give 

our dealers a three-fold 

opportunity with King- “3 
fisher® Fishing Tackle: ==" 


By buying KINGFISHER at Tryon, you’re 
assured of: 


SERVICE .. . Order from our large stocks 
of nationally branded tackle and acces- 
sories, and receive prompt delivery! 


SATISFACTION .. . Guarantee your 
customers KINGFISHER’s quality and per- 
formance, and win their repeat business! 


PROFIT ... Increase your profits two 
ways: Cash in on KINGFISHER’s pulling 
power .. . it practically sells itself! And 
Tryon’s one-stop shopping reduces your 
‘Carryovers’... Saves your bookkeeping 
and shopping costs, too! 


Remember, Edward K. Tryon 
Company offers the nation’s larg- 
est line of fishing tackle. So join 
us in celebrating our 150th 
Anniversary. 


TRYON IS EXCLUSIVELY 
WHOLESALE 





Write us on your letterhead to 
be added to our mailing list, 
or to have our salesman call! 


EDW. K. TRYON CO. 


815-819 Arch St., Philadelphia 5, Pa. 





[50% 


1811 NiversP 7967 
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ent styles and sizes of punches. 
Rack is 11%, x 10%4-in. high. The 
merchandise retails for $24.80. 
Dealer price is $16.53. The 400 line 
has a chrome-plate finish and pol- 
ished bit, and is made to sell at 
competitive prices. It replaces the 
Stanley - Handyman line. Assort- 
ment with rack has a retail value 
of $19.10. Dealer price is $12.72. 
Another new line, No. 300, replaces 
the No. 1C line. The Stanley 
Works, Dept. HA, 195 Lake St., 
New Britain, Conn. 


Item 31 
Carded friction tape 


Bull Dog Friction Tape is now 
packaged on individual cards for 
rack displays. Popular sized %4-in. 
x 30-ft roll is wrapped in cellophane 
and attached to a bright red, white 


——— 
A) putt Dog @ 
Friction 
Jape 


and blue prepriced card. An alter- 
nate package is also offered. In this 
version, the tape is packaged in a 
carton with cellophane window. 
Boston Woven Hose & Rubber Div., 
American Biltrite Rubber Co., 
Dept. HA, P. O. Box 1071, Boston 
3, Mass. 


Item 32 
Combination sponge, waxer 


These Prestone Wash and Wax 
car sponges, No. AS 270, are 
treated with detergents and water- 
activated silicone and waxes to 
serve a dual purpose. The sponge 
is ideal for cleaning acrylic and 


super enamel car finishes since it 
contains no abrasives to scratch or 
mar. When wash and wax ingredi- 
ents are used up the sponge can be 
used in the home or garage. 
They’re blister packed on a handy 
hang-up card. Suggested retail 
price is $1.49. Union Carbide Con- 
sumer Products Co., Div. of Union 
Carbide Corp., Dept. HA, 270 Park 
Ave., New York 17, N. Y. 


Item 33 
General service C-clamps 


Proto’s general service C-clamps 
offer clamping capacities from 2 to 
12-in. They are forged and heat 
treated from selected steels, and 
are equipped with the patented 
Perma-Pad which permits a firm 
seat on work through 60-degrees 
of arc. Identified as Nos. 102GS 
through 112GS, the clamps have a 
light oil finish, an adjustable T- 


handle, and are guaranteed for 
parts, workmanship and perform- 
ance. Proto Tool Co., Dept. HA, 
2209 Santa Fe Ave., Los Angeles 
54, Calif. 





Item 34 
Redesigned chalk line items 


Irwin’s Strait-Line chalk line 
items have new design and packag- 
ing. The Strait-Line reel box 
(shown) comes in 50-ft and 100-ft 
sizes and is packaged in a colorful 
hang-up box. Features include a 
die-cast aluminum alloy box which 
is virtually leak-proof and damage- 
proof. The unit also doubles as a 
plumb bob. Other items in the line 


are the Micro-Fine chalk refills 
packaged in a l-oz cylinder-type 
container, and the Tite-Snap re- 
placement lines which are carded 
in 50-ft and 100-ft lengths. Lines 
are sealed in a polyethylene bag, 
and packaged six bags to a self- 
serve display box. Jrwin Auger 
Bit Co., Dept. HA, Wilmington, 
Ohio. 


Item 35 
Special deal on sprinkler 


A bonus gift of a free solid brass 
nozzle with every purchase of the 
Green Spot sprinkler, Model G-790, 
is offered by Otto Bernz for Hard- 
ware Week promotion. The free 
nozzle, representing a $1 value, re- 
duces the retail price of the com- 
plete sprinkler unit from $13.98 to 
$12.98. Dealer cost is $8.65 com- 
plete. Otto Bernz Co., Inc., Dept. 
HA, Rochester, N. Y. 


Item 36 
Mahogany mason's levels 
Scharf’s mason’s levels are made 
of kiln-dried mahogany with a 
triple coat of clear spar varnish. 
The gold-brown mahogany finish is 
completely framed with gold brass 
bindings and end plates. Bindings 





this Opal 
screening 
department rack 


ATTRACTS 


oPEEDS 
SALES 


PREVENTS 
DAMAGt 


Dealers say this Opal Display 
Rack helps business 
FIVE WAYS 


SPEEDS TURNOVER... 


Point-of-purchase display 
sells more merchandise. 


SAVES TIME... 


Opal’s *‘Marked and Measured” 
edge speeds dispensing right 
from the rack. 


REDUCES INVENTORY... 


Provides accurate, up-to-the- 
minute stock control. 


IMPROVES SERVICE... 


Customers quickly and 
accurately served. 


SAVES FLOOR SPACE... 
Appealing and compact... 
takes up only 6-sq. ft. of 
floor space. 


At APH DOI rn 
; AA] SC KIA UML. OMG. 
ae 
= oe / 


oe / 
7 ‘ai fr) w ‘ | 
ULLR. 020 “i L A ULV sss LA 


Remember OPAL is the 
recognized Insect Wire 
Screening Leader imme- 
diately available in: 


OV ZA 
ALUMINUM 
Opal 
GALVANIZED 
OV ZA 
BRIGHT & ANTIQUE BRONZE 


Opal 
VINALUME 


OY ee 


‘NEW YORK 
WIRE CLOTH CO. 


(old Omi -lalalS abaelalle 
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are swaged so they won’t come off. 
The levels come in two varieties: 
W48 has round openings, and 
W48BB has oval openings. Both 
styles are 48x214x1)4 in. weighing 
3% lb. Each has six vials, with all 
openings protected by glass win- 
dows. Scharf’s Hi-low levels, made 
of extruded magnesium, come in 
two styles. Model No. 6424 has a 
plumb vial at each end. Model No. 
6424D has a plumb vial at each 
end and a top reading vial. J. H. 
Scharf Mfg. Co., Dept. HA, 6120 
Binney St., Omaha, Neb. 


Item 37 
Special hammer assortment 

A special assortment package 
(No. 1234) consisting of four new 
hammers at reduced prices for 
Hardware Week is available from 
Fayette R. Plumb. All have 16-o0z 
heads. They are the F57-S, a reg- 
ular $5.50 value with a suggested 


“TN 


¢) 


retail of $4.99, the OAN11%4-S, 
regularly priced at $4.50 with a 
suggested retail of $3.99, the L81-S, 
a regular $3.50 value with a sug- 
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gested retail of $2.99, and the 16-S, 
regularly retailing for $2.80 with 
a suggested retail of $1.99. Fayette 
R. Plumb, Inc., Dept. HA, 4837 
James St., Philadelphia 37, Pa. 


Item 38 
instant power mower starter 


This Eager Beaver Impulse 
Starter adapts to almost all makes 
of gasoline powered lawn mowers 
up to 51%4-hp. The starter operates 
on a single load principle. A few 
turns of the handle load the start- 


ing spring. Folding the handle 
over and depressing it automati- 
cally starts the engine. Retails for 
about $10. Beaver Products Inc.., 
Dept. HA, Beaver Dam, Wis. 


Item 39 

Chromium-plated bar set 
Here’s a bar set with its own 

hang-up stand designed for the 

home bar enthusiast. The acces- 

sories are chromium-plated and 


have precision-balanced grained 
Pregwood laminated handles. Com- 
plete set includes a strainer, self- 
pulling cork screw, double jigger, 
bottle opener, relish fork, bar 
spoon and hang-up stand. Retails 
for $12.98. Irvin Ware Co., Dept. 
HA, 43-30 38th St., Long Island 
City 1, N. Y. 


Item 40 
Carded bracket assortment 


These carded brackets and B dis- 
play unit can be used on the floor, 
counter or wall. Two brackets are 
attached to each card, cellophane 
wrapped. The B assortment in- 
cludes 40 pieces of No. 80 standard, 
24 and 36 in. lengths in satin brass 
and satin anochrome finishes. Five 
ecards of each size No. 160 lock-nut 
bracket in 6, 8, 10, and 12-in. are 
included in both finishes for a total 


of 80 brackets. Complete assort- 
ment lists at $90.25, less regular 
discount. Self-serve display is furn- 
ished free. Knape & Vogt Mfg. Co., 
Dept. HA, 658 Richmond Ave. NW, 
Grand Rapids 4, Mich. 


Item 41 
Eight children's toy items 


This Swingeroo is one of Ken- 
ner’s eight new items for children. 
It consists of plastic streamers 9- 
ft long, attached to a plastic han- 
dle. Handle produces. different 
tones by fingering three openings. 
It lists at $1. Other items are: 
Doozies, plastic face-making toys 
in five types and sizes; Hydro-Dy- 
namic Building Set in which water 
can be circulated; Give-A-Show 
Projector with 112 color slides; 
Bridge & Turnpike and Girder & 
Panel building sets; paint sets; a 
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Cortland Nails and 
Brads, in their self-dis- 
play cartons, are all- 
season sellers. Nails are 
packed in green boxes, 
brads in yellow. Both 
make eye-catching dis- 
plays at point of sale on 
counters, or in windows. 
There are three popular 
size packs—}% Ib., 4% Ib., 
and 1 lb.—each clearly 
marked with weight, 
length, and gauge. Your 
jobber will be glad to 
supply you. Write for 
colorful, free window or 
counter streamer. 





moO 
ae 
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WICKWIRE 
Cortland, Ne 


Wire Screening Hardware Cloth 
Wire Netting Stone Wire 

















Here are just a few of many 
Old Pal profit-makers 


NEW! Old Pal Tackle Boxes. Steel or alu- 
minum. One or two trays with adjustable 
steel dividers or plastic inserts. Full opening 
lids have built-in retaining wells for hooks, 
flies, shot, etc. Black, high-impact Styrene 
plastic handles in leaping fish design on 
deluxe steel and aluminum models. Moder- 
ately priced, there’s an Old Pal box for 
every fisherman! 





models, floating andnon- (aR 
floating styles. 8- to 20- (e 
avort capacities. 


Air Feeder Minnow 
Buckets. Sturdy, molded fi- 
ber'‘breathes” air in—keeps 
water fresh and cool. Many 
styles; 4- to 20-quart co- 
pacities. 


Bait Boxes. A variety of 
styles and shapes in heavy 
gouge steel, aluminum and 
molded fiber. Also plastic 
lwre boxes and fishing 
accessories, 


NEW! Old Pal Folding 
Seat. Attractive and practi- 
cal. Bright- plated steel frame; 
heavy Army duck seat. Holds 
vp to 250 Ibs. Folds to fit 
in pocket! 


Ask your wholesaler for 
the new Old Pal catalog. 


OLD PAL, INC., Subsidiary of 
Animal Trap Company of America 


Lititz, Pa. © Pascagoula, Miss. © Niagara Falls, Ont. 
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musical toy and a Walt Disney 
Mobile for babies. Kenner Prod- 
ucts, Dept. HA 912 Sycamore St., 
Cincinnati, Ohio. 


Item 42 
Decorative carrying hod 


This Decorator Fireside Hod is 
a fast-turnover, high-impulse gift 
item. Shaped like a coal stove scut- 
tle, the hod is ideal for carrying 
wood to fireplace. It’s finished in 
antique black, colonial copper and 


brigadier brass. Another version, 
the Bar-B-Q Tender, has a small 
shovel for feeding charcoal to fire. 
Jones & Laughlin Steel Corp., 
Dept. HA, 3 Gateway Center, Pitts- 
burgh 30, Pa. 


Item 43 
Line of summer furniture 


This redwood and aluminum 
table, for use in the home, patio, 
on picnics is one of three items in 
the Hampden line of summer fur- 


niture. Table features square mod- 
ern lines, with aluminum tubing 
and redwood slat construction. The 
two other items in the line, a chaise 
and a chair, have same styling. 
The chaise adjusts to four levels 
for comfort. All pieces have fold- 


ing Jegs for easy carrying and 
storage. Suggested retail prices 
are: table, $19.95; chaise, $24.95; 
chair, $12.95. Hampden Specialty 
Products Corp., Dept. HA, East- 
hampton, Mass. 


Item 44 
Fastening tools display 


This Shure-Set counter merchan- 
diser is 7 x 744-in., and holds two 
Shure-Set R-375 multi-purpose 
hammer-in fastening tools, three 
boxes of drive pins, and one box 
of 50 threaded studs. The orange 
and grey display carton is desig- 











nated No. R-500. Winchester-West- 
ern Div., Olin Mathieson Chemical 
Corp., Dept. HA, 460 Park Ave., 
New York 22, N. Y. 





Item 45 


Crabgrass and pest killer 
Burpee’s pre-emergence  crab- 
grass killer with tri-calcium arsen- 
ate can extend your lawn products 
selling season by several months. 
It’s pre-mixed, dustless and granu- mM CHICAGO METALLIC 


lar, ready to apply with any stand- 
ard lawn spreader. In addition to 
controlling crabgrass, chickweed 
and poa annua, it kills soil pests 
such as white grubs and Japanese 
beetle larvae. It’s available in 18 
lb packages that cover approxi- 
mately 1000 sq ft. Packages have 
plastic handles for easy carrying. 
W. Atlee Burpee Co., Dept. HA, 
Hunting Park Ave. at 18th. St., 
Philadelphia 32, Pa. 
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Item 46 Goke“Xing BURNER CHEF 
Fast heating soldering gun HEAT DIFFUSER 


The Shopmate instant heating ccanaamantine Gaara FOR! 
transformer type soldering gun, Priced $739 


. 
Model No. SG-125B, features a sin- to sell... enematgtinmagpe ent en 

* SAFE! Handsome wood handle permits safe handli 
No. 497 BURNER CHEF HEAT DH = ice het, without glove or het pod. ss 
orful display sleeve. Handy hole in Individually packaged with multi-colored sleeve. 
o— an hanging. uo Stops smoke, reduces grease splatter. 
— a Permits casseroles to be cooked on top of stove. 

Keeps pan bottoms clean. 


wee 


eo 


a tti<“‘ 


gle pole with extensions up to 12-in. 
A pre-focused light throws a beam 
of light on exact working area to 
ensure accuracy. The gun has a 
white nylon flame resistant and 


shatterproof housing, and hand "GOREN BRIDGE” 


grip trigger. Suggested retail price 
is $7.95. With accessories, prices SERVING TRAY 

start at $8.95. Portable Electric 

Tools, Inc., Dept. HA, 1200 E. State Priced $7] OO FEATURES THE OFFICIAL GOREN POINT 
St., Geneva, Ill. to sell... SUMMARY FOR BIDDING AND PLAY 

No. 4321 GOREN BRIDGE SERV- } rhe dhe eee bate = ag ee ee 


ING TRAY. 11 x 16” in heavy metal. 
Colors won't fade or wash out. Pack- * Great for Bridge prizes — gifts. 


cont ts per carton. Shipping weight * Will sell in multiples of 4, 8 and 12. 
.7 Ibs. 


7 ee ” 
Item 47 enoonseo bY Trays have “status appeal. 
21-inch lawn spreader Bact born) + 

This 21-in. lawn spreader has an Bake , 
extra-deep hopper, an agitator for Another Product 


more controlled spreading, and ad- 


justed settings for ease of opera- CHICAGO METALLIC MFG. CO. 


tion. The unit is self-oiling with 3711 S. ASHLAND AVENUE CHICAGO 9, ILLINOIS 
instantaneous open-close control, aes ) — rena | 
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and has fender-protected wheels. 
Unit sells for $19.95. Also avail- 
able as a special at $14.95 with 
purchase of any (5000 sq ft pack- 
age) Seaboard lawn product or 5-1b 
of grass seed. Seaboard Seed Co., 
Dept. HA, 701 S. Front St., Phila- 
delphia 47, Pa. 


Item 48 
Modern mail box display 
This modern mail box display 


requires a minimum of space. It’s 
available free with the purchase 


of an assortment of 15 mail boxes 
with a retail value of $95.86. 
Remington Hardware Co., Inc., 
Dept. HA, 102 Greenwich St., New 
York 6, N. Y. 


ltem 49 

Slide-type sprayers display 
This new display for Trombone 

slide-type sprayers is supplied with- 

out cost with the purchase of an 

assortment of six sprayers. Spray- 
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ers are hung in pairs. Each can 
be removed for self-demonstration 
by customers. Display can be used 
on floor, or counter, or hung on 
wall. Selling points and uses are 


printed on the panel. All Hudson 
Trombone sprayers now have the 
intake hose attached to the pump. 
The hose is held in a coil by a 
paper sleeve which contains sell- 


ing information. Separate spray 
extensions are also wrapped with 
the sprayers, making a complete, 
easy-to-handle unit. H. D. Hudson 
Mfg. Co., Dept. HA, 589 E. Illinois 
St., Chicago, Ill. 


Item 50 
Plastic-foam water float 


Snappy the Snapper, a floating 
plastic-foam water toy for use in 
fresh, salt, and chlorinated water, 
is 25 in. long, 18 in. wide and 4 in. 
thick, and has a safety feature of 
handhold grips. It’s packed in a 


ics steer’, wee. screne 02 
poly bag, imprinted with a 4-color 
design. Retail price is $3. Life- 
Like Products, Inc., Dept. HA, 1620 
Union Ave., Baltimore 11, Md. 


Item 51 
Indoor-outdoor barbecue 


This 18 in. Grid Master barbe- 
cue grill, Model No. 801, has two 
sets of interchangeable legs so the 


unit can be used indoors or out. 
It’s equipped with hood, spit, and 
UL approved motor. The unit is 
finished in gold and black. The 
hood is large enough for a 20 lb 
roast or 15 lb turkey. Grill has a 
crank grid adjustment. Total 
height with tripod legs is 37 in., 
with shorter legs, 22 in. Suggested 
retail price is $12.98. Shipping 
weight is 20 lb. Structo Mfg. Co., 
Dept. HA, Freeport, Ill. 


Item 52 
Metal rule display unit 

Disston’s tape rule display assort- 
ment, No. 61E, is blister packed and 
identified with a header card. The 
merchandiser is for counter dis- 
play, and consists of standing rack 
and hooks. Header cards on blister 
packs are punched for hanging. 
The display unit, along with 16 
tapes of assorted sizes, is offered 
to dealers at $25.89. Dealer profit 
is $17.26. Shipping weight of the 
rule display is 14 lb, including rack, 
hooks and merchandise. Disston 
Div., H. K. Porter Co., Dept. HA, 
Porter Bldg., Pittsburgh 19, Pa. 


Item 53 
Mower riding attachment 

The Whiz-Mow powered sulky at- 
taches in seconds to mower, giving 
the operator a comfortable, effi- 
cient riding mower. Rider sits on 
a cushioned, spring mounted bucket 
seat over drive wheels of the sulky. 
Detach sulky and the Whiz-Mow 
becomes a trimming tool for mow- 








- coat, saves hours 


of painting time, 


~ dries ready for fin- 
_. ish coat in 45 min- 


| TRIMLAC®—the all- 


in-one-day finish 
that gives natural 
or stained wood 
porvenete a waxed, 


and-rubbed look . 


— without rubbing 
or waxing. 





rene EYE® SPRAY 


SHELLAC — the all- 


purpose clear 


spray. Use for 
worn floor areas, 


‘stair treads, arts 


and crafts. Ideal 
for sealing plaster 


BULLS EYE® 


READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
thinning. Full in- 
structions for 


home user on the 


container. 


“BULLS EYE BLACK 


GLOSS® — the all- 
ue: interior 


fede “pw 


ible. for hard- 
ware, oe pape 





" BULLS EYE@ SHEL- 


LAC — standard 
weight in easy 
pouring oblong 


can, the first 


choice of crafts- 


men 
_ iron furniture, grill fessional floor fin-— 
utes. | | patches. work, base boards. ishers. | 





. AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
‘Three items fair-traded for your protection. Superior shelf life . . . reduces inventory 
problems. * BACKED by national advertising in AMERICAN HoME, POPULAR ScIENCE and 
_ AMERICAN PAINTER AND DECORATOR « FREE “How-To-Do-It” Folders available for 
’ your consumer trade. « FULL INSTRUCTIONS on containers . . . save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


_, S16 West 59th Street, New York 19, New York 
ee wee N. Western E Sven: oe 12, ilinois 
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products that carry the most important 


name in gracious living... 


{i 


What other name gives so much pres- 
tige to the products it identifies? To 
millions of Americans, the Duncan 
Hines name is synonymous with the 
best...in dining, lodging, vacation 
resorts. 

All Duncan Hines products for the 
home carry this same built-in prestige. 


HINES-PARK FOODS, INC. 


DUNCAN, 


They are as appealing to your cus- 
tomers at the point of purchase as the 
Duncan Hines “recommended” places 
are to discriminating travelers. 

Share in the advantages of carrying 
this famous symbol of gracious living 
by letting the Duncan Hines products 
go to work for you! 


408 E.STATE ST., ITHACA, N.Y. 


Want more facts? Circle 151, p. 97 
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HAPPY 
HOME 
VAIUES 


for your customers... 


m BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


Item 55 
Reflective tape display 

This display assortment of reflec- 
tive tapes, No. S-104, takes 64 sq 
in. of shelf space. Three widths 
of Scotchlite trim and a 1 x 30-in. 
quantity of Chromelite trim are 
displayed in packages that illus- 
trate their applications. Wire rack, 
card and special cartons are given 


TURNOVER- 
EXTRA 

PROFITS 
FOR YOU! 


That’s what these UNION items mean 
to alert retailers during 
Hardware Week! 


ing close to walks, shrubbery and 
_ buildings. An industrial cog-type 
belt provides power for the sulky, 
and is controlled by a foot clutch. 
_ The mower has a 21-in. cut which 
, | can be adjusted from 1% to 23,4- 
a | «= in. heights. Whiz Mow, Inc., Dept. 
=] ~__ UNION HA, Hamilton, Ill. 
: Super Steel 
MECHANICS TOOL BOX 


THIS 1S THE 6119—a big, rugged tool box 
—a full 19” long, built of the best quality 
cold rolled steel for durability and long 
life. Sales prove it to be the most popular 
tool box on the market today. 6319 with 
cantilever tray also available. 


Item 54 
Automatic can opener 


dealers at no extra cost. Each as- 
sortment weighs 3 lb, and is avail- 
able in units of 4 racks to a case. 
Minnesota Mining & Mfg. Co., 
Dept. HA, 900 Bush Ave., St. Paul 
6, Minn. 


This Burgess deluxe automatic 
can opener, Model No. N-575, has 
a die-cast metal housing and re- 
placeable cutting blade that is 
quickly removed for easy cleaning. 
It opens all shapes of cans, smooths 
the edges, then shuts itself off. 
Cutting action does not start until 


Item 56 


Hedge, grass, pruning shears 
Colorful plastic grips and self- 
sharpening knife-edge steel blades 


CASH and MULTI-PURPOSE BOXES 


Here are two real “Happy Home Values’”’ 
... the No. 1111 with tray and the No. 
1011 without tray. Either one makes an 
ideal box for valuables; a kit for small 
tools, or power tool accessories; a sewing 
box; a household cash box or a fishing 
tackle box. At our special ‘Hardware 


are features of the Shear Magic 
line of hedge, grass, and pruning 
shears. Blades are aligned and 
balanced to prevent clogging or 
jamming. The Deluxe hedge 
shear Model 710, shown, has spring 


Week” prices, they'll sell like hot cakes! 


NOTE: These are standard stock items featured 
at a special price and not stripped down spe- 
cials. Both are subject to a special, liberal dis- 
count for “‘Hardware Week’’ Promotion. 


ORDER NOW FROM YOUR JOBBER! 


tha HARDWARE WEEK can is inserted. Hinged magnet 


" holds the lid and tilts it back to 
HAPPY HOME 


allow liquids to drain back into 


ce VAIUES” | can, The opener has a white re- 


| frigerator finish with contrasting 
—— — 2 — ~~ 
“a JANIE \ ¢ 


| satin anodized aluminum front 
hala 


_ panel. It’s priced to retail under 
Want more facts? Circle 152, p. 97 


_ $25. Burgess Vibrocrafters, Inc., 
| Dept. HA, Grayslake, Ill. 
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action and a special notch for 
trimming extra tough growths. 
Chrome plated steel handles are 
available with pink, blue, or yel- 
low grips. Retail price is $4. Hard- 
ware & Industrial Tool Co., Dept. 
HA, 1605 N. 20th St., Philadelphia, 
Pa. 


Item 57 
Three vacuum cleaner models 


Three Hoover vacuum cleaners 
have a Double Stretch hose for 
long distance cleaning without 
moving cleaner. They also have a 
telescoping wand that can be used 
long or short, and a large capacity 
throw-away bag. The Constella- 


tion, Model No. 88 (top), weighs 
141% lb and has a 1 hp motor. The 
Convertible Special, Model No. 32 
(center), has a two-speed motor 
and rear conversion feature. The 
Deluxe Convertible, Model No. 68 
(bottom), has a two-speed motor 
with an automatic shift for easy 
conversion of cleaning tools. Hoo- 
ver Co., Dept. HA, North Canton, 
Ohio. 


Item 58 
Baking, roasting pan line 


Mirro’s new line of baking and 
roasting pans are made of sturdy, 
even-heating aluminum and _ fea- 
ture built-in handles. The pans 
have handy holes for hanging. 
They’re available in a number of 
sizes and finishes for preparation 
of meats, cakes, bread and desserts. 
Retail prices range from $1.25 to 
$1.95. Mirro Aluminum Co., Dept. 
HA, Manitowoc, Wis. 


Turn to p. 112 for a listing of 
new aids to help you sell better. 














"C1X-N-SAVE” 


TCOL ole 


JAMBOREE (CU 





Pa pie a . s 
sa - sy ~ 3 aoe 


a complete 


TOOL 
DEPARTMENT 
in only 


3 FEET of 


floor space 


one 
“a 
oom * 
a 
- 


(DEAL #DL 88 
shown) 


300 assorted high 
quality tools for 
every need... 


PLUS 


A COMPLETE 
MERCHANDISING 
PROGRAM. 


Here is a completely new concept in impulse tool 

merchandising! 300 fine quality tools, PLUS our 
newly designed exclusive “PERMA-DISPLAY” Merchandiser 
shown above, PLUS window streamers, PLUS ad mats — ata 
“Special Deal” price that can only mean MORE PROFITS for 
you! There is nothing comparable in this price range! 
Display is permanent type solid, long life pinewood construc- 
tion with extra strong 44” pegboard back, and double pronged, 
4” pegboard hooks. Included is colorful display sign 13” x 35”, 
Sets up in 5 minutes. 

4 fantastic deals to choose from! 


66¢ deal e 88¢ deal e 1.00 deal e 1.29 deal! 


For more information on deals, as well as our 
complete line—(over 1,000 tools, both Ameri- 
can made and Imported) see your oe ’ o i LC G A ‘. ’ 
or write to: 
TOOL CORPORATION 


TLE 36-50 31st Street, Long Island City, N. Y. 
HAND TOOLS STillwell 6-0800 


(over 25,000 sa. ft. of warehouse space 
assures you immediate delivery!) 





STEELCRAFT 


Want more facts? Circle 153, p. 97 
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WHY 
THIS SYMBOL 
MEANS 
MORE PROFITS 
FOR YOU 


Fred Arbogast 


"BAIT OF CHAMPIONS” 








This symbol of quality means all Arbogast 
lures are action tested under every fishing 
condition. Customers recognize it as the 
mark of baits that catch more fish. That’s 
why Arbogast is America’s top selling 
line of baits. | 


By Dick Kotrs, 
President 


NEW! ULTRA LIGHT JITTERBUG® 
Selling Features: Newest, lightest member 
of Jitterbug Family. Weighs only '% oz. 
Has exact action and same fish-catching 
habits of larger models. Packed 12 to 
display card. 8 colors. Retail $1.10. 


™~ 


HULA POPPER® — Selling Features: Can 
be popped, plunked, twitched on surface 
with equal effectiveness. Used properly, 
causes little disturbance; ideal for spooky 
fish. Hula Skirt squirms to give “‘live’’ 
action. Packed 6 to carton. %, % oz. 
8 colors. Retail $1.35. 


. Ao 


BOTTOM BUMPER®— Selling Features: 
Designed to sink properly to avoid hang- 
ups. Weedguards make this jig effective 
anywhere. Hook rides up. Choice of float- 
ing worm or eel tail, with permanent, fish 
attracting odor. Packed 12 on display 
card. %, 4 oz. Red or Black. Retail 75¢. 


Full Color, Full Page Ads in top national 

outdoor magazines make Arbogast Amer- 

ica’s top-selling, top-advertised line of lures. 
SEE YOUR JOBBER TODAY! 


Write for FREE CATALOG on 
ARBOGAST “BAIT OF CHAMPIONS” 


FRED ARBOGAST COMPANY, INC. 


353 West North Street, Akron 3, Ohio 
Want more facts? Circle 154, p. 97 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 97 for your copy 


ITEM 86 — RUST STOPPING TIPS 
BOOKLET—This helpful booklet for 
homeowners contains 36 illustrated 
pages on stopping rust in and 
around the home. Protecting gut- 
ters and downspouts, correcting 
rust streaking nails, and stopping 
rust on automobiles and bicycles 
are some of the subjects covered. 
Rust-Oleum Corp., Dept. HA, 2799 
Oakton St., Evanston, Il. 


ITEM 87—GLUES AND ADHESIVES 
FOLDER—Here’s a hand-out folder 
for you do-it-yourself customers 
featuring DAP glazing-caulking- 
sealing products and Duratite wood 
fillers. Tells where and how to use 
the products to close up cracks, 
holes and leaks. Products covered 
include caulking compounds, “33” 
Glazing Compounds, spackling com- 
pounds, putties, Black-Tite caulking 
cartridges, Kwik-Seal Tub and Tile 
Sealer, Tube Caulk and Rope Caulk. 
DAP Inc., Dept. HA, Dayton 31, 
Ohio. 


ITEM 88 — TOOL MERCHANDISER 
BULLETIN—Describes the HDR503 
tool merchandiser by Vichek. Con- 
tents include detailed descriptions 
of the 15 tool sets, with 147 pieces, 
that are included in the display 
assortments. Bulletin L-4116A. 
Vichek Tool Co., Dept. HA, 3001 E. 
87th St., Cleveland 4, Ohio. 


ITEM 89—BATHROOM ACCESSORIES 
CATALOG—The complete line of 
Grote bathroom cabinets, acces- 
sories and wall-hung mirrors is 
described in this new catalog. Con- 
siderable emphasis is placed on the 
latest model fluorescent lights. 


Grote Mfg. Co., Dept. HA, Madi- 
son, Ind. 


ITEM 90—GLUING PROJECTS BOOK- 
LET—Borden’s 12-page, four-color 
pamphlet called Elmer’s Wood-Glu- 
ing Handbook gives helpful hints 


for gluing projects from heavy con- 
struction and home improvements 
to cabinet and furniture assemblies, 
models, toys and sports equipment. 
Also contains a wood gluing chart 
listing the right adhesive for most 
materials and jobs. Borden Chemi- 
cal Co., Dept. HA, 350 Madison 
Ave., New York 17, N. Y. 


ITEM 91—PLASTIC REPAIR BULLETIN 
—Here’s a two-color bulletin de- 
scribing Magic Plastic Aluminum. 
Product advantages, packaging, 
displays, prices and shipping data 
are all discussed. Also lists typical 
applications where Magic Plastic 
Aluminum can be used for solder- 
ing, sealing and repairing metals. 
Form PA18-20. Magic Iron Cement 
Co., Inc., Dept. HA, 14215 Caine 
Ave., Cleveland 28, Ohio. 


ITEM 92—SHALLOW WELL PUMP 
BULLETIN — Deming’s four-page 
bulletin, No. 4961, describes the 
new self-priming, electric-motor- 
driven, shallow well pump called 
the Majorjet. Gives data on the 
motor, impeller, diffuser, pump 
shaft, ejector, pressure switch and 
relief port. Capacity ratings, di- 
mensions and performance infor- 
mation are given on the back page 
of the bulletin. Also included are 
the packaged systems with details 
on the pump with 4-gal tank, 12- 
gal horizontal tank, 42-gal vertical 
squat tank, 42-gal separate tank, as 
well as the basic unit less tank. 
Accessories are also. described. 
Deming Co., Dept. HA, Salem, 
Ohio. 


ITEM 93—PLASTIC PIPE CLAMP 
CATALOG SHEET—Describes the two 
types and four series of Sure-Tite 
corrosion-resistant clamps for 
flexible plastic pipe. Explains how 
clamps can be used on all hose and 
plastic pipe connections for home 
laundry equipment, marine mo- 
tors, automobiles, trucks, tractors, 





water systems and for general in- 
dustrial, farm and home use. Wit- 
tek Mfg. Co., Dept. HA, 4305-43 
West 24th Place, Chicago 22, Ill. 


ITEM 94—TAPES AND RULES CATA- 
LOG—This illustrated catalog fea- 
tures the items in the Evans Rule 
Fast Turnover display. Contains 
specifications and prices on the full 
line of Evans power, push-pull and 
long tapes, folding rules, engineers’ 
tapes and replacement blades. A 
detailed listing of all stock offered 
in the new display is_ included. 
Evans Rule Co., Dept. RA, 400 
Trumbull St., Elizabeth, N. J. 


ITEM 95—CASUAL FURNITURE CATA- 
LOG—All-Luminum’s four-page, full 
color, catalog introduces the firm’s 
1961 Beauty-Fold line of casual 
furniture. Two pages contain a 
newly styled and designed line of 
folding redwood and aluminum 
furniture. Also pictures two groups 
of furniture with saran webbing. 
One is a deluxe chair and chaise 
with narrow-webbing, the other is 
a mylar web group. All-Luminum 
Products, Dept. HA, 36th & Reed 
Sts., Philadelphia, Pa. 


ITEM 96 — FASTENER BROCHURE— 
The four-page brochure in an easy- 
to-use chart form provides all the 
data needed to select the right 
fastener for any application—fast- 
ener types, features, drill sizes, 
where to use, sizes available and 
holding strength. Also includes in- 
formation on varied line of mason- 
ry drills. Diamond Expansion Bolt 
Co., Inc., Dept. HA, 500 North 
Ave., Garwood, N. J. 


ITEM 97 — ELECTRICAL/MECHANI- 
CAL PRODUCTS CATALOG — Twelve 
new products are announced in this 
36-page Holub pocket-size catalog. 
Included are self-drilling anchors, 
plastic screw anchor kit, Tru-Start 
core drills, Tripl-Flute percussion 
drills, machine screws, hex nuts, 
washers, ““Two-Hole” snap straps, 
copper tube drive-straps, all-steel 
wire stripper, and polyproplene 
plastic clamps. Includes specifica- 
tions and descriptive information 
on Holub’s line of wiring devices, 
fuse specialties, fastening devices 
and masonry drills. Holub Indus- 
tries, Inc., Dept. HA, Sycamore, 
Ill. 











Write today for your 
free copy of Catalog 
No. A-400. 


-- + from airplane hangar door equipment to vanishing 
door hardware, R-W offers literally hundreds of top- 
quality standard and specialty hardware products. Some 
you will want to stock because of their fast turn-over . . . 
others you will want to buy only on special customer 
requests. In either case, your R-W Hardware Catalog 
offers you a complete line of “profit-plus” hardware 
specialties ... items that could earn you many dollars 
of “added-profits” each year. 


Richards-Wilcox 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 
. 310 W.THIRD ST. * AURORA, ILL. Branches in all Principal Cities 
Want more facts? Circle 155, p. 97 
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e World famous 
dry cleaner for rugs! 


e Really effective 
cleaning ... and 
without wetting! 


e Rated best for home 
use after 1,000 tests 
of 100 products by 
York Research Corp. 


Clamorene Van 
dry-cleane” © Bi°)"! 4 
For RuGSs & 

” 


oe * O; > 

* Guaranteed by % 
Good Housekeeping 
<a * 
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Glamorene‘ 


Electric Rug Brush 


RENTAL PLAN 


Invest just $39.95—make up to $120 profit per 
machine per month, up to $1,440 profit per year! 
Your original investment returned in just eight rentals! 


$1592 WORTH OF 
GLAMORENE DRY 
\ CLEANER FOR RUGS 


FREE 


= IF YOU ACT NOW! 
| omer 






One case —4 gallons GLAMORENE DRY 

CLEANER (worth $15.92 retail) with every 

GLAMORENE Electric Rug Brush you buy 
($59.95 retail value)! 


i Onl eh (Regular $75.87 
acest per deal _— retail value) 


Includes free Rental display and complete promotion kit! 


Order now! Be ready in time for the spring cleaning rush as well as steady 
business all year ‘round! Glamorene Rentals delight regular customers, bring in 
new ones! Don't delay—get card in the mail today’ 
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Glamorene, inc., 175 Entin Rd., Clifton, N. J. 


_Glamorene Rental Plan Introductory Deals* at only 


$39.95 per deal. 


*WORTH $75.87! Includes 1 Glamorene Electric Rug Brush plus 1 FREE case 


gallon-size Glamorene Dry Cleaner and FREE Rental Pian Display and Promotion 


Kit. 


Store Name__ 


My regular jobber is: 
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Steps up traffic! Steps up profit! 


GLAMORENE” ELECTRIC RUG BRUSH 


RENTAL PLAN 


PAYS FOR ITSELF FAST 


with $15.92 worth of Glamorene Dry Cleaner FREE! 


* Ready for you in time for spring cleaning rush! 

* Make up to $120 profit per month, per machine or $1,440 per year! 
¢ Complete display and promotion kit starts rentals for you ' 

* Satisfies regular customers, brings in new ones! 

¢ Thousands of rentals make big money for dealers every day' 


SEND NO MONEY ! JUST MAIL THIS CARD NOW! 


rou aT = 
‘9°? CASE OF GLAMORENE 


Dry Cleaner with each 
Glamorene Electric Rug Brush you order! 


F 10384 Ptd. in U.S.A. 








$120 PROFIT 


PER MONTH, PER MACHINE, ALL YEAR-’ROUND! 


Glamorene Electric Rug Brus 


RENTAL PLAN 


READ THESE RAVES FROM ESTABLISHED RENTAL DEALERS! Fantastic success! Thousands of money- 


e “In addition to home rentals, I've found repeat rentals coming from P ‘ ‘ 
offices, motels, clubs and other commercial places.” making machines being rented every day! 
e “The proved acceptance of your Glamorene Dry Cleaner makes rentals a 
snap. The saan case the ieee name Sacer “om Open the way to steady traffic, steady profit all year ‘round! Everywhere 
quickly.” Glamorene $ fabulous Electric Rug Brush Home Rental Plan gets over- 
whelming acceptance by dealers, by customers. Why not? How else can 
housewives get professional dry cleaning results at so low a price? And 
with your free supply of Glamorene Dry Cleaner in the Introductory Deal, 
it costs practically nothing to become a Glamorene Rental Dealer. Just 
eight rentals—pays all your costs—the rest is pure profit. Don’t miss 
¢‘Those forms you supply make my record-keeping easy. There’s no out on the big spring cleaning season just ahead! Mail this post card 
paperwork headaches or confusion.” right away ! 





e “Like clockwork, our five machines have been avgraging over $540 a 
month for us!” 


e “Because everyone who rents comes into the store twice (to pick up and 
to return) we’re getting extra sales in other departments.” 





SN See ONLY WITH THIS CARD... 
a $7.50 value, yours FREE *15°? WORTH OF GLAMORENE 
a eaten ere a \ ORY CLEANER FOR RUGS 


% the GLAMORENE i ) = 
- Vie ELECTRIC RUG BRUSH | 
A DRY-CLEANS YOUR ime | FR cc = 


%. WAL-TO-WALL 3) . with every GLAMORENE Electric Rug Brush you order! 


CARPETING ® | | Both Worth $75.87 (Case of 4 gallons GLAMORENE Dry Cleaner 
{ ito NeW e TMMR (i) $15.92 retail; GLAMORENE Electric Rug Brush $59.95 retail.) 


NT onl fo : = 
save BIER Wi ONLY SSBOQSS ree | se eee een et 
| ; DAILY RENTAL CHARGE . ...... $ 2.00 


PROFIT PER AVERAGE SALE 
-~2 GALS. GLAMORENE 
Se SNe, Cae 6. @ ag eee ce 3.18 


YOUR PROFIT PER RENTAL. 2 2... 5.18 
WORKING DAYS PER MONTH X 24 
YOUR PROFIT PER MO. PER MACHINE . . . $124.32 


(Average figure based on a survey of 10,000 machines now in use.) 


Circle 156, p. 97 

















Specialty door hardware section 


yields $30,000 plus in annual sales 


Owner Hayden Robertson, Ber- 
gers Hardware, San Diego, Calif., 
has proven that there is a profit 
in specializing. 

Household locks and door hard- 
ware at Bergers averages more 
than $2500 monthly at retail. 

The store has a big investment 
in door hardware: more than 3000 
different locks and related products, 
accounting for some 30 percent 
of total stockroom inventory. 

Being specialists in lock and 
door hardware, Bergers supplies 
smaller dealers with specialty items. 
Also there’s heavy volume from 
builders, but the meat of the busi- 
ness is routine daily traffic from 
regular trade. 

“Our reputation for wide stocks 
and product knowledge is our best 
advertising,” Owner Robertson 
Says. 

“It took us three decades to get 
where we are in this line. As long 
as We maintain our reputation and 
a broad stock, I think we’ll con- 
tinue to grow.” 


The huge stock is represented in 
a mere 32 sq ft of wall space, plus 
counter and shelf area (see photo- 
graph). 

Many hardware dealers are find- 
ing that builders’ hardware is a 
booming department. 

Customers are remodeling or 
adding rooms to their present 
homes. This means sales of build- 
ers’ hardware items; also sales in 
related lines such as paint, hand 
and power tools, fasteners, electri- 
cal and plumbing supplies, and 
other merchandise. These sales are 


made in stores to do-it-yourselfers | 
or to contractors who handle the | 


modernization jobs. 

Articles pointing up the impor- 
tance of this market have been 
published in Hardware Age. See 
the Oct. 6 issue, articles beginning 
on pages 49 and 51; also Feb. 23 
issue, beginning on page 37. 


} 
| 


Trends in the building of single | 


homes continue to confirm the mar- | 
ket analysis given in the Oct. 6 | 


issue, page 49. 


This small niche is a major profit producer. 


i: oe Se 


ome 
| ig ; 
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ART 
LINKLETTER 
says: 


ee 

sell Parker benefits to your 
community through national ads, 
radio spots, point of sale aids and 
Sales literature. In 1961 | person- 
ally recommend Parker lawn 
Sweepers to everyone! You sell 
sweepers! Everyone wants a beauti- 
ful lawn... and Parkerizing is the 
easiest, fastest method | know for 
achieving green, beautiful lawns. 
We're together for greater volume, 
bigger profits; thanks to Parker.” 


\ “4 / 
4 — . f- 


4 A JT f, fs f 4, 


— 


NATIONALLY ADVERTISED 


* House Beautiful 
* Flower Grower 
* Better Homes & Gardens 
* Sunset 
* Popular Gardening 
* Modern Garden Center 


ENTER $2000.00 
PARKER DISPLAY CONTEST! 


Your Parker display can win. val- 
uable prizes in Parker’s new $2000 
contest! Just mail the coupén. Get 
easy rules and FREE display kit of 
Art Linkletter sales aids to help 
you win! 


Ss 


LAWN SWEEPERS 
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PARKER and ART LINKLETTER 
TEAM UP TO SELL SWEEPERS FOR YOU! 





DUAL-HITE HANDLE 
Exclusive on 
Parkerettes. 





PARKERETTE 20” 


Art Linkletter's favorite! 
For lawn areas 
to 15,000 sq. ft. 


® Rugged construction 
© 0” to 24%” sweeping 
height adjustment 
@ Touch-matic basket release 


Pankan 


LAWN SWEEPERS 


PARKERETTE 28” 
Budget-priced sweeping 


ease for larger lawns of 
30,000 to 35,000 sq. ft.! 


ELECTRO-SWEEP 


@ One-side brush adjustment 


e Fold-a-way storage 


The only self-propelled, 
electric-powered sweeper 
on the market! 

For lawns 
to 35,000 sq. ft. 

e 14h.p. 1750 r.p.m. 
electric motor 
¢ Touch-matic 
basket release 
» © Folds for 
m storage 


SUBURBANITE 
Designed for riding mowers or 
garden tractors. Sweeps 40,000 
sq. ft. areas and more. 
e Full 28” sweeping width 
e Giant 12-bushel basket 
e Basket easily removed or 
dumped to either side 


Exclusive 
Dumping Feature 


ESTATE MASTER 


Sweep 12 to 15 acres 
a day! For large lawns, 
institutions, parks. 
e Full 76” sweeping width 
e Giant 36-bushel capacity 


PARKER SWEEPER COMPANY «+ SPRINGFIELD, OHIO 


PARKMASTER 


Self-propelled motorized sweeper 
for estates, large lawns and parks. 


e Sweeps 36” width 
e Huge 12-bushel 
capacity 
© Rugged lifetime 

construction 


SPRINGFIELD 


For dual purpose 
sweeping, America’s 
finest manual and 

trailer lawn sweeper! 


© Full 28” 
sweeping width 
© Huge, 8-bushel 
capacity basket 
e Free wind 
apron included 





HOMEMASTER 


Finest self-propelled sweeper 
made for large lawn areas of 
35,600 to 60,000 sq. ft.! 
© 24 h.p., 4-cycle engine 
e Full 28” sweep 
® Free wind apron 


TRAILETTE 


New 40,000 sq. ft. area sweeper 
attaches riding mowers, garden 
tractors. Operator remains 
seated while sweeping, dumping! 


e Giant 10-bushel heavy 
canvas basket with 
tubular frame 
e Full 28” sweeping width 


E-Z DUMP FEATURE 
Stay seated, 

a flick and basket 
dumps . . . returns. 





sas Pasiet Selinet Colatin Genk: 06-94 
Springfield, Ohio 


Rush $2000 eg pe Contest details 
and FREE Art Linkletter display kit! 





=e oF me ee me oe aeeeees 
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Here’s Winchester-Western’s New “Sales Repeater”... 


ALL YOU 
HAVE TO DO 
IS LOAD IT! 


Check these exclusive features: 


1. Holds up to 4500 rounds of 22’s — 


shorts to Magnums interchangeably. 


. Protects ammunition — 

in a pilfer-resistant, high impact, Styrene plastic case. 
. Permits 2-way display — 

unique design allows placement 


on counter corner to attract from both 
front and side. 





. Provides a new area 
at the top of unit for display cards 
which will be supplied seasonally. 


. Available in 2 versions — 
your choice of Winchester or Western brands. 





Ask your WINCHESTER’ or Hddowv distributor for full details. 


WINCHESTER-WESTERN DIVISION Olin New Haven 4, Conn. and East Alton, Iil.. 
Want more facts? Circle 158, p. 97 
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f 
MODEL 


THE _ INE IN COQLERS! == 


green 


CHE Cease TS = “ me 


. eee ail ; also 
Featuring the light and flashy a TSS A cgay 3 
aluminum Model A37, and a ae 7 Pig green 


complete line from 21 to 32- 


bottle capacity plus ice and 


MODEL 


lunch. All equipped with bot- | : b NO. A 


tle opener and lift-out food 


tray. All models immediately 


MODEL NO. A37 
ALUMINUM EXTERIOR 





also 
available 
in two-tone 


AND INTERIOR - ss 


FOOD TRAY 24 12-02. bottles (standing 
distributor. © FIBER GLASS INSULATION upright) with ice and lunch 
© HINGED TOP—ribbed for § © DRAIN OUTLET—with drain 

extra strength hose attachment 


THERE'S PROFIT IN MODEL 
NO. AS2 


also available 
in two-tone green 








ky = 


REFRIGERATOR CO., LOUISVILLE, KY. 
Want more facts? Circle 159, p. 97 





"We've never seen a paint remover sell as fast as 
Strip Pak... we had to re-order 4 times in the 
first few months since its introduction!" 


REPORT HARMON AND HAROLD SHUFRO, ALLEN’S HARDWARE, NEEDHAM, MASS. 


It's the same amazing sales story all over the 
country! nag Pak is outstripping them all. 


BE SURE TO KEEP A BIG SUPPLY ON HAND. 
CALL YOUR JOBBER TODAY! 


Strip Pak Suit Pak ? 


NORWOOD, MASSACHUSETTS 
p-TeoKolt- lola Mm iiiialeit- | 


THE SAVOGRAN CoO. 


Want more facts? Circle 160, p. 97 
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A swap board keeps 


trade curious, buying 


Many hardware dealers have fish- 
ing lure swap boards, remarked 
Jim Miller of Jim’s Hardware & 
Toys, Atchison, Kan. Few make 
full use of them. He and his clerks 
hover around theirs to talk with 
the customers as much as possible. 

Swappers, they find, use the 
board as an excuse to drop into the 
store, when they really don’t have 
any purchase in mind. Impulse 
buying runs about twice as high 
for swappers as for those who 
come to make intentional pur- 
chases. 

Swappers also look over and dis- 
cuss new or novel products. Swap- 
pers are the best medium for 
spreading news around the sport- 
ing fraternity in the Atchison area 
about new lines at Jim’s sporting 
goods department. 

Mr. Miller finds the swap board 
more sensitive to fads thun his 
over-the-counter _ sales. At the 
start of the fishing season, he scat- 
ters samples of each new untried 
lure among the miscellaneous as- 
sortment already on the _ board. 
These he checks frequently. When- 
ever he discovers all of one type 


Some cal! swapping boards modern 
replacements for the old checker 
table. 




















Today this man became a 


lifetime friend for your store... 


Right now he’s taking it easy after doing the half dozen 
little jobs around the house that his wife accumulated for 
him. One of the jobs was splicing the electric cord of her 
steam iron. He dropped into your store and asked for a roll 
of tape. You suggested EVERCEL #330. He bought it. 


As he spliced the cord, he realized EVERCEL #330 was 
a new kind of tape. It was easier to apply and every layer 
sealed onto the next into a tight, smooth neat splice. He 
felt like a “Pro” . . . quite pleased with himself and appre- 
ciative of your advice. He will come back for other impor- 


tant things he needs because you carry quality... 
EVERCEL #330 showed him that. 


If you do not as yet stock EVERCEL #330, contact your 
wholesaler or write today for full information about 
EVERCEL #330... the friendmaker for your store. 


You may be interested in some technical facts about EVERCEL. 


Comparison tests prove that EVERCEL, a precision quality prod- 
uct of Japan, has the highest dielectric strength of any similar tape 
available today ...and once down, EVERCEL stays put... no crack- 
ing, no peeling, no loss of adhesive quality even at below freezing 
or up to 200 degrees F. Completely waterproof, EVERCEL also has 
an unusually high resistance to acids, alkalies, oils and solvents. 


NICHIMEN CO., INC. 


39 Broadway 756 South Broadway 
New York 6, N. Y. Los Angeles 14, Calif. 


Want more facts? Circle 161, p. 97 
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another 


FULLER 
TRAFFIC STOPPING 
SALES STARTER 


+101 QUICK-SERVICE 
BASIC TOOL DISPLAY 


Fuller products are made in U.S.A., 
England and other countries, of the 
highest quality materials, by skilled 
craftsmen . . . designed for service 
. . « and rigidly inspected to preserve 
Fuller Quality and Reliability. 





——— 











Want more facts? Circle 162, 


One of the fabulous 
Turnover Twins!* 


A complete department .. . 
for all-around profit! Contains 
2 ea. of 21 different tools, | ea. 
of 4 size wrenches. All basic, 





needed tools . .. all individually | 
carded and prepriced . . . on | 
handy hanging rack. An eye- | 


getting assortment for an up- 
front spot. 


ORDER TODAY! 


* with 2100 Screwdriver Asst. 


p. 97 








Now, your profit line of quality garden tools can be Ames 
all the way! And, remember, with Ames, orders are 
shipped from one plant, all at one time. 


Garden Tools « Shovels « Casual Furniture - Metal Housewares 


©. AMES CO. PARKERSBURG, WEST VIRGINIA 


Want more facts? Circle 163, p. 97 
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suddenly gone, he asks a few ques- 
tions. 


Apparently when a lure fad 
gathers momentum there is a short 
period when many fishermen might 
be willing to swap for the new- 
comer, while they hesitate to in- 
vest more money in one. This may 
give Jim a lead of only three days 
to a week, but sometimes that is 
all that’s needed to ride a short fad 
through, and get out without being 
stuck. 

Being ready when the quickie 
fads hit develops an enviable repu- 
tation for diversified stock without 
overburdening the inventory. 


Personal mailing is 
advance sales builder 


“We've added an extra ingredient 
to promotions we run in the news- 
papers,” says Stan Clark, “and this 
little extra has boosted our sales 
most satisfactorily.” 


Mr. Clark runs a number of sales 
annually at his Clark’s Housefur- 
nishings store, East Bradenton, 
Fla. His extra ingredient: Ad- 
vance personal invitations to pre- 
ferred customers. 

A few days before each impor- 
tant sale, this dealer reviews his 
mailing list. He culls the more 
active accounts, and these receive a 
postcard invitation to take advan- 
tage of sale specials two days ahead 
of ad deadline. 

“The average customer is flat- 
tered at having been thus selected,” 
Mr. Clark says, “and sales invari- 
ably reflect his satisfaction.” 





HARDWARE HUMOR 
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hypRh 
"Who told you to sell paint in bulk?” 





Cuylon MELPS YOU SULA wit 


QUALITY PRODUCTS 
Dayton Green Cap Floats, the 
Rod-Tip Action Fishing Floats that 


outsell, outperform all other Fish- 
ing Floats. 


\NATIONAL ADVERTISING 

ee Fishermen are told over 80 
million times yearly to buy 
Dayton Green Cap Floats, 
the only Float with 
Rod-Tip Action. 


DAYTON Floats 


Now... Prepriced... 
To help The Dealer 


Ask your jobber about 
this Display No. 3888. 





This display is ready to set on 
counter right out of shipping carton 
with a complete assortment of pan 
fish, casting and spinning floats. 


Ask your jobber to see 
all the colorful mer- 
chandising Displays 
Dayton has available. 





DAYTON BAIT AND MARINE 
PRODUCTS COMPANY 


2701 S. Dixie Drive ® Dayton 9, Ohio 
In Canada: Dayton Reg., 11580 Poincarre Ave., Montreal, Quebec 











Want more facts? Circle 164, p. 97 
THE BIG NAME 
IN GUN 


HOPPE’S Ee 


GUN CLEANING ESSENTIALS 
THAT COSTORERS | = FOR 


Display 
them hor 


Fast Sables! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 
Hoppe’s for gun protection. 
And consistent national ad- 
vertising keeps Hoppe the 
BIG name in gun cleaning. 
Put Hoppe’s Products on 
your counter and watch 
them sell on — | 





FRANK A. HOPPE, INC. 


2314A N. STH STREET + PHILADELPHIA, PA. 
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Super Mat | Pot 
display- 
packed jie 

to sell in 
mer 


limited 
space! AUST May 


INOW! 
12 PACKS 


RIBBED POLYETHYLENE PLASTIC 


‘Super Mat 


AMERICA’S TOP SELLER + NOW IN 
3 LENGTHS MOST IN DEMAND 


BIG NEW GIANT | NEW JUMBO 


FT. ROLL FT. ROLL FT. ROLL 
100 139 169 
retail retail 


retail 








They’re here . . . famous Super Mat in 
compact new display shippers! Attrac- 
tive 12-Packs give you fast turnover 
from limited floor space ... adapt to 
island, end, corner, window displays. 
You carry less inventory and still 
sell all three most-wanted sizes. Get 


full mark up, too! Order now from 
your distributor. 


Odorless .. . wipes clean... trims 
with scissors! 


Many, many repeat sale uses: floor 
runners, shelf liners, others! 


Write Dept. HA-3 for samples and literature 


division of STUDEBAKER-PACKARD CORP., Kenilworth, N. J. 


GARDEN HOSE SPRINKLER HOSE « TIDY-COV'R «+ TIDY-MAT 


Want more facts? Circle 166, p. 97 
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Cash in on the growing market — 


for 


MARINE and LAWN MOWER 


SPARK PLUGS! 


Turn the fastest growing market in America into 
faster sales for you. Stock and sell AC Marine 
and Lawn Mower Spark Plugs. 


Today, over 6 million outboards . over 18 
million power lawn mowers and other types of 
powered garden equipment are in use, giving 
you a ready-made market for spark plug sales. 


PLACE 


AC’s Marine Spark Plugs give you profitable cov- 
erage of this booming market with AC’s popular 
new ““T'win-Pac’”’ for all popular outboard engines. 


AC’s Lawn Mower Spark Plugs give you full 
coverage of the power mower market. This means 
that every customer who owns a power mower 
becomes a prospect for spark plug sales. 


YOUR ORDER THROUGH 
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AC’s MARINE SPARK PLUGS DELIVER 
INSTANT SPARKING AND TOP PERFORMANCE 


AC’s Marine Spark Plugs are specially designed 
for use in marine applications. Special self-cleaning 
insulator tips and nickel-alloy electrodes add up to 
one-pull starts, power and performance your cus- 
tomers can count on. 


The ““T‘win-Pac”’ offers customers two rustproofed 
AC Marine Spark Plugs in a waterproofed package. 
Individually protected in tough plastic shells, these 
spark plugs can be safely stored for use as spares. 


AC’s ““Twin-Pac” and Display Rack makes sales easier. 


Self-serve display rack holds an assortment of spark 
plugs to cover your customers’ needs. Specifications 
on rack tell customers the right spark plug to buy. 
Ask about AC Merchandising Package SPM-85. 


AC’s RELIABLE LAWN MOWER SPARK PLUGS 
PROMISE QUICK, EASY STARTS ! 


AC’s Lawn Mower Spark Plugs 
are specially engineered with 
just the right heat range to 
make starting of power equip- 
ment easier. Your customers 
will enjoy reliable starting and 
full-power performance all sea- 
son long. ese quality spark 
plugs are plastic bubble-packed 
to keep them clean and dry. 
Your customers can buy spares 
and keep them factory-fresh. 





orstante exceusive av 


mowers amo OTHER GARDEN EOD" | AC’s Lawn Mower Spark Plug Display Rack takes 
a | care of your sales for you. Also available, a special 
sales banner and reference booklet containing per- 
tinent information about the spark plug require- 
ments of small engine power equipment. Ask about 
AC Merchandising Package ST-103. 


YOUR REGULAR WHOLESALER TODAY! 
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GP-287-1 = 


IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses . . . is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more facts? Circle 167, p. 97 











EXTRA FEATURES PROVIDE EXTRA QUALITY 
MODERN STYLES WITH MORE EYE APPEAL 


BUY 
(yoosS  cABINET HARDWARE CE 





NEW IMPERIAL QUALITY 
7 FINISHES IN CHROME, BRASS, COPPER AND BLACK 
TRIPLE PLATED—FOR GREATER WEAR AND LUSTER 
ZINC ALLOY DIE CAST METAL IS STRONGER 


FORELINE QUALITY 
WHITER AND BRIGHTER—DOES NOT FINGER MARK 
3 TIMES MORE RESISTANT IN SALT SPRAY TEST 


TRIMLINE QUALITY 
CHROME, BRASS AND COPPER FOR THE THRIFTY 


SELF SELLING DISPLAYS 
INCREASE SALES- REDUCE SELLING COST 











IMPERIAL _BAG IMPERIAL BLISTER TRIMLINE DISPLAY COUNTER 
BAG WITH TAG SHELF BOX CARD CARD BOARD DISPLAY 
BETTER PRICES — UP TO 30% SAVING 


WRITE FOR CATALOG AND PRICES 
YODER MFG. CO. 1823 « 


17th ST.e LITTLE ROCK, ARK 
Want more facts? Circle 168, p. 97 








Twin Displays... Double Business 
with U) lO) Melale ts (@) 40 742 - 
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HOLD-E-ZEE HEZ-9 ASSORTMENT 


The original automatic grip 
screwdrivers, gripper recedes 
o—~. into handle, patented 
LOK-BLOK insert, chrome va- 
nadium hex blades, special bit 
fits both crosspoint screws. 

Popularly priced. List $34.70 


ut low priced. 


,UPSON 4 
i REWORIVES f 4 





UPSON UP-39 ASSORTMENT 


Upson Standard Screwdrivers 
have same top quality and out- 
standing features (except grip- 

r) of famous Hold-E-Zees— 
List $30.50 


SEL-FAST UNITS 






Each is different, outstanding and 
free! Durable, colorful combination 
pegboard and clear plastic shelf con- 
struction. Ideal for counter and peg- 
board wall. A traffic stopper. Imme- 
diate increased sales thru self-service. 
Compact—takes only 11” space. 

Shelf holds 39 drivers, 9 fastest 
moving sizes, two types (31 slotted 
head, 8 crosspoint), number and price 
each driver printed on shelf. Each 
assortment packed one to a carton. 
Order from your jobber today! 


UPSON BROS., INC. 
Rochester 14, N.Y. 
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>C os irha HARDWARE WEEK 


Dealer offers others > “apy HOME VALU ES” 


his clock sales idea (| 


Ivan Hanson, Hanson Hardware, O: FREE 
Caro, Mich., had had good suc- SE “3 ~, One Tube with every dozen 


cess with an original idea to sell ' a yy) DURO-PLASTIC ALUMINUM, = STEEL and E-POX-E GLUE 


more clocks in less space. He PLUS. o i 
wants to share his idea with other a ) Vv AKER’S [) ozin 
dealers. FREE and then some“ 


> 
Mr. Hanson built a four-sided Merchandising Aids “eR * os a gives yOu a special recipe for extra profit! 


unit of perforated paneling. It 


a © . . Pn Here's the best HARDWARE WEEK 
measures So in. high and about — , % SPECIAL we've ever had for you. 
one foot square. This adds up to ; : | | =\=/< MepettALs. > ty eieet 
. . han er ee P =) +. ; selling items . . . in the 
about 12 sq ft of clock display i . sation’s tentest anitien Se 
space. ~ Py) a f it line. All are backed by 


es “me; : the biggest advertising pro- 
The real novelty about Mr. Han- : | | ze co : gram in DURO-PLASTIC 

) t display is that it i 228 fh. = 
son’s compact display is ths S i. | 7 , 
vee f ye ; =i ea 7) ay Mother - in-law Approved Promotion 
suspended from the ceiling (see Pq) Few wy: 27 =n = oS OD oe 

. ° . | : “heey, és, » a £ hat 

photograph). This is done with = " ii, —<—f ey 
ordinary chain and a swivel snap Se ave ArCHANICS Ta ; “EXTRA CPECIAL! ‘ 
that permits rotation. Good Hosetepng 
Besides economies in space, the W745 sovcansen ES ty You really get 14 tubes for the price of 12 

‘ ’ ; . because in every Baker’s Dozen there is a 
unit has other interesting aspects. | irder Dy Stoci ers § valuable coupon. 12 of these coupons earn é 
It was made of scrap board, paint © BD-SPA-1 DURO-PLASTIC ALUMINUM Ofer etic Gee lee tee P= agg 
flat black. It is hollow, and the | © BD-LS-1 Liquid STEEL ires Sty, PLASTIC. MENDER or WHITE of 

° 8B 


PLASTIC 69c item: LOCK-it, 
neni ' D-EPX-1 DURO-PLASTIC E-POX-E GLUE awit 30 1961 Sw, SUE. Complete details 
inside area is used to hold boxes fe gilt cach carton, oy 


of clocks on display. = THE WOODHILL CHEMICAL CORPORATION 
Does the display draw atten- 1390 East 34th Street + Cleveland 14, Ohio 
“Originators and World’s Largest Manufacturers of PLASTIC ALUMINUM” 
Want more facts? Circle 170, P. 97 





tion? 
“We sold 40-odd clocks in No- 
vember and December last year,” 


ing gt ad NEW, LOW PRICES 
A little overhead space, a lot of | 
clocks. | 


Re-usable Menders & Couplings for Plastic or Rubber Hose 
| 





Am 





PATENT NO. 2,725,246 


Revolutionary, new KLAMPONS are now in the same 
price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 


or couple two pieces of plain-end hose. Just insert hose ends and press 
the lever down. 


KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 


Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 
visual-packed for self-service. 


Made of solid, rust-resistant metal, with tempered steel spring. 
Ask your jobber or write us for name of nearest supplier 
WRITE FOR 1961 GARDEN CATALOG * FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
Want more facts? Circle 171, p. 97 
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SCRATCH-PROOFS 


EVERYTHING 





EN a 


HE we 
puts YOU CANT 
‘pune A STOCK IT 
FAST ENOUGH! 


aan 
1001 
2 COLORS GREEN OR BROWN 
A NATURAL for any HOUSE- 
WARES or HARDWARE DEPT. 
















39¢ size available in 
2 dezen self-serve 
counter display. 








Economy $1.00 rolls available, 12” x 24”. 





FOR LAMPS 








scratch- 
proofs 
everything 7 
SILVER 
ASH TRAYS BOOK ENDS DRAWERS 





See your jebber or write direct te: 


Forest City Products, 





Taleom 722 Bolivar Road, Cleveland 15, Ohio 


Want more facts? Circle 172, p. 97 
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STEVENS 


WALDEN INC, 


THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, gS 
popular priced for volume selling. mal 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 173, p. 97 A 
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Stock moves faster 
with tools at hand 


Dealers and wholesalers who use 
a hand truck to handle stock and 
fill orders will find this idea helpful. 

The idea is to attach a small 
board to hand trucks, and fit it with 
the various tools used in cutting 
cartons, shearing straps, etc. 

As shown in accompanying photo- 
graph, R. F. Willis & Co., whole- 
saler at Penns Grove, N. J., has its 
tool board bolted to the end of a 
two-tiered order picking truck. 

Holders are attached to the board 
to hold a handful of various tools 
used in handling cartons and bulk 
packages. Normally, these tools are 
carried about in workers’ pockets, 
or are kept at a central counter. 

When the tools go along with the 
order picker, moments and steps are 
saved. Each tool is right at hand 
for immediate use as needed. This 
tool bar could also be attached un- 
der the handles on a two-wheeled 
stock truck. 


This tool rack took minutes to build, 
pays for itself every day. 








PE wo. 157 Self-Seller DRILL DISPLAY 


—Sells drills fastest because it displays 
drills best. Requires only 14” x 14” 
counter space. Fractional sizes. No. 342 
for wire gauge sizes. Nos. 157W and 
342W have wall-type cabinets. 


EEE vo. 535 Self-Seller MASONRY 


DRILL DISPLAY—Can be used either 
as counter or wall display. Contains 
35 Carboloy® Tipped Masonry Drills 
in sizes from %" to %". Both drill 
size and suggested retail price are 
plainly marked for each drill. 


| Ace | No. 196 Self-Seller TAP AND DIE 


DISPLAY— Handsome cabinet stocks and 
displays all popular sizes of Taps, Dies, 
Screw Extractors and Wrenches in 18” 
x 13” counter space. By far America’s 
most popular Tap & Die Self-Seller. 


OTN aan 








DRILLS 


> 


~ = 3° 
44% ~*~ — 4 
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Like the proverbial hot cakes, Hanson High Speed Steel Drills... 
and Ace Taps & Dies... are America’s best sellers, 

because only Hanson provides the BEST of everything. 

BEST IN QUALITY—Hanson makes only No. 1 quality. 

Every tool is unconditionally guaranteed. 

BEST IN PRICE—You sell top quality at prices as low, 

often lower, than second or third grade lines. 

BEST IN MERCHANDISING—Hanson Self-Seller Displays are the 
finest in the field. They make it easy for the dealer to display 
and stock. They make it easy for the customer to select and buy. 
They are supplied at no extra cost to you. 

BEST IN PROFITS—The profit picture is always brightest 

for Hanson dealers. It’s hard to beat a long profit 

margin and still be able to sell at low consumer prices. 

Contact your Hanson Wholesaler or write to 


HENRY L. HANSON COMPANY 
25 Union Street, Worcester 8, Mass. 
Quality Tools at Popular Prices for Over Half a Century. 
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OAIELLITE | 


THE NEWEST — MOST MODERN 
KEY DUPLICATING MACHINE 





ON THE MARKET TODAY! 











IES 





Model 111 
STURDY 
COMPACT 
STREAMLINED 


This brand new key machine will cut 


super-accurate cylinder and car keys 
AUTOMATICALLY. 





Simple to operate — merely insert key and | 
blank in the slots, tighten knob, push button | 


— in a few seconds you have a perfectly 
duplicated key. 


The “SATELLITE’’ 
the utmost in automatic key machines 
“Out of this World” 
Just what you have been waiting for 


CONTACT YOUR JOBBER OR WRITE TO US | 


MADE IN SWITZERLAND 


MAIL COUPON TODAY! 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 





| 

j 

I 

j 

; 
Please send complete information on your NEW 
**SATELLITE”’ Key Machine. 
i 

! 

| 

} 
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BLADE TYPE and SERVICE SHARES 


FULLY GUARANTEED AS TO 
QUALITY, FIT, AND FINISH 


CTS Motelaslel ha-mm -te- lil Mmulel 


STAR MANUFACTURING COMPANY 
DIVISION OF ILLINOIS IRON & BOLT CO 
CARPENTERSVILLE, ILLINOIS, U.S.A. CEst. 1873) 





IN COILS 
ON CARDS 


BETTER HOUSEHOLD 


ON SPOOLS HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 177, p. 97 





For Extra Profits 
Wield amelilo met) 


ee 


STANSCREW 


GUVV 


FAS TiN Ea 
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RIPPLE | = = Vi-1e 


Eee Uniquely Libbey, the subtle glimmering colors, the clean sculptured shapes of hand- 


COLOR. FORECAST: some Tempo and Ripple. “Company-best” glasses?—not at all! Here is that rarity, the 


perfect all-around glass to serve guests or family with equal grace and amazing sturdiness! 


COO] (~ (?] K AR Each piece is protected by Libbey’s famous Safedge® rim. Mint Ripple, Mint and 
4G yy Vy é Smoke Tempo come in boxed sets . . . Smoke and Aqua Ripple by the piece. And the 


cost is so low you can set a pretty table every time—and save a pretty penny, too! 
tOld-fashioned in Mint Ripple only 


LIBBEY NATIONAL ADVERTISING PRE-SELLS FOR YOU... : 
39,100,000 readers will see this ad in the May issues of | LIBBEY SAFEDGE GLASSWARE Owens-ILLino!is 


Better Homes and Gardens and McCall's. Stock up now! AN @ PRODUCT CONERAL COPECES + TOLEBO 1, ONte 





What kind of LINE are you trying to hand ME! 


A complete line, Mr. Dealer, of General Electric Fans | power—extra servicing benefits. 
and Air Coolers. The most complete line in the busi- 


ness. You choose the fans you need! But, that’s only See your Distributor for the facts—and, ask him 


It’s good business to sell General Electric Fans. 


one reason why smart dealers stock them. 


The other reasons are just as sensible as 1, 2, 3: General Electric Co., Automatic Blanket & Fan Dept., Bridgeport 2, Conn. 


1) Customers know that a store that stocks General *In a national survey of 13,438 adults by Daniel Starch and staff, reported in 
j : May 1958, 67% of those who mentioned a specific brand stated a preference 
Electric sells quality merchandise. 2) Customers are 


for General Electric Fans. 
pre-sold on General Electric Fans. In fact, in a sur- 
vey, 7 out of 10 potential fan customers stated their Progress /s Our Most /mportant Product 


preference for General Electric Fans.* 3) General 


Electric’s Written Warranty gives you extra selling G E NV E R A L @ E LE C T R I C 


Want more facts? Circle 180, p. 97 A Want more facts? Circle 181, p. 97 > 


about 3 special fans at new low, low prices. 
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RB American RB American 
MADE IN U.S.A.—WITH AMERICAN LABOR AND MATERIALS 


qth F57-8 


NAIL HAMMER 
| 16 oz. Polished Octagon Head 
Th Non-Breakable Fiber-Glass Handle 
VALUE White Throat—Blue Neoprene Covered Grip 


Regular Special Dealer Dealer 
Retail Value Sale Price Cost Profit 


$5.50 $4.99 $3.33 $1.66 


NAIL HAMMER 
16 oz, Polished Octagon Head 
Octagon Pattern Hickory Handle 
White Throat—Blue Grip 


Regular Special Dealer Dealer 
Retail Value Sale Price Cost Profit 


$4.50 $3.99 $2.67 $1.32 
Packed—4 to box—Wt. 6 Ibs. 


f 
; 
! Packed—4 to box—W¢t. 6 lbs. 
ca ~ 
; ow “s 
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VALUE 





PLUMB “FULL PROFIT? SPECIALS 


WITH FULL MARGINS OF PROFIT FOR YOU 
STANDARD QUALITY TOOLS AT REDUCED PRICES 
PATENTED PERMABOND‘—KEEPS HANDLES TIGHT 


IDEAL for HARDWARE WEEK 
F the L81-§ 


NAIL HAMMER 
16 oz. Polished Head 
Flat-Sided Hickory Handle 
White Throat—Blue Grip 
Regular Special Dealer Dealer 
Retail Value Sale Price Cost Profit 


$3.50 $2.99 $2.00 $.99 





16 oz. Metallic Blue Head 
Oval Pattern Hickory Handle 


Packed—-4 to bex—Wft. 6 lbs. 
= ee 
N A j & ri A M M EE as “ - ee re vee a 


ee 


White Throat—Blue Grip 


America® 
Regular Special Dealer Dealer Buy PLUMB. 
Retail Value Sale Price Cost Profit % $280 $ 199 


$2.80 $1.99 $1.33 $.66 
Packed—4 to box—W*t. 6 lbs. 





“ASSORTMENT PACKAGE No. 1234 
‘ Contains 1 Each F57-S, OANI11/2-S, L81-S and 16-S Hammers 


Regular Retail Value Special Sale Price Dealer Cost * Dealer Profit 


$16.30 $13.96 : $9.33 $4.63 
at Ae ee ee oe ee ed de i ed ee 


There’s Cash-Register Action in This 
One-Two Sales Punch by Remington! 


THE NEW 


AUTOLOADING 22 


The revolutionary structural-nylon and steel design of 
the Remington “Nylon 66” autoloader is harvesting 
rich 22 rifle sales all over the country. Customers are 
going big for this super-accurate rifle with the stock that and the new 
is light in weight, waterproof, oilproof, warp-proof and 


warm to the touch. The two great fade-proof colors J 2 “Hi-Speed” 22's 
offered in ““Nylon 66” stocks—Mohawk Brown or with 

Seneca Green—add bonus eye appeal to go with | 4g 

handsome white inlays and perfect checkering. a 


So give your customers a good look at this 4 Z* é6 G O j Tr) ER 39 
bright, new firearm today. Youcan bet @ 


that theyll give you a look at some 


bright, new profits! A V, oe : my U a L E y S 


You sell lightning speed, pile-driving power and super ac- 
curacy when you stock brand-new Remington “Hi-Speed” 
22 cartridges. And they now offer bright, extra-clean “golden” 
bullets that are ringing up heavy sales everywhere. 

At 50 yards out, a Remington “‘Hi-Speed” packs more 
punch than a standard 22 does at the muzzle. So when 
customers come looking for the cartridge that puts more 
power in their shooting, make sure you have this new 
Remington ammunition on hand with both the solid and 
hollow-point “‘golden”’ bullets. 








Kemington. 


Hi-Speed” 1s a trademark of Remington Arms Company, Inc., Bridgeport 2, Conn. In Canada: Remington Arms of Canada Limited, 36 Queen Elizabeth Bivd., Toronto, Ont 





Convention 
Calendar 


—- Convention Check List—— 


For complete details about the conven- 
tions and shows listed below, see the 
alphabetical listing starting on page 
138. Mar. 9 issue. The next complete 
listing will be in the April 6 issue. 


March 


26-28 Georgia-Florida Hardware 
Assn. Inc., Jacksonville, Fla. 


April 
16-19 Southern Hardware Convention, 
Miami Beach, Fla. 
19-21 National Assn. of Sheet Metal 
Distributors, Spring Meeting, 
Cleveland, Ohio. 


May 

4-6 Pacific Coast Conference of 
National Builders’ Hardware 
Assn., and the American So- 
ciety of Architectural Hard- 
ware Consultants, Palm Springs, 
Calif. 
Industrial Supply Convention, 
Atlantic City. 


United Hardware Distributing 
Co., Annual Toy Show, St. Paul, 
Minn. 

Cotter & Co., Semi-annual Con- 
vention & Fall Toy & Gift Show, 
Chicago. 

Piedmont Hardware Co, An- 
nual Toy Show, Danville, Va. 

S & M Co., Dealer Show, Min- 
neapolis, Minn. 

Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 
cago. 

The Lawn Mower Institute, Inc., 
Annual Convention, Asheville 


N. C. 


July 


10-14 National Housewares Exhibit, 
Chicago. 


For complete details about conventions 
and shows listed above see the Mar. 9 
issue of Hardware Age. 














HARDWARE HUMOR 











every home welcomes “little things” 


““BABY’”’ those 
customers who come 
to buy LITTLE THINGS 


That customer who walks in this mor- 
ning for just a few nails or screws, may 
be back tomorrow for gallons of paint. 


Yes, even the smallest customer de- 
serves ‘““babying’”’—so never under-esti- 
mate the importance of “little things”’ 
—never overlook the profits you make 
when you feature the little specialties 
that WESSEL offers you! 


WESSEL makes more than seventy 
little specialties that your neighbours 
need day after day after day. 


WESSEL house numbers, hand rail 
brackets, casement fasteners, sash fas- 
teners, hat and coat hooks, edge and 
other pulls... all QUALITY merchan- 
dise, competitively priced. 


These little specialties have made a 
BIG business for us—and can, too, for 
YOU. 


WESSEL means fast turnover, good 
markup, good profits because WESSEL 
merchandise is attractively skin pack- 
aged or POLYpak’t to encourage im- 
pulse buying from bins or pegboards. 


Have your jobber’s salesman show you 
the WESSEL line — little things to 
make your PROFITS grow! 


WESSEL HARDWARE CORPORATION 





#140 DOUBLE ROLLER CATCH 





#327 SHUTTER 
HOLDER 


5 


#318 COLONIAL 
HOUSE 
NUMBERS 











919-931 N. 5th Sp.. 
PHILADELPHIA 23, Pa. 


in Canada: Geo. S. Hall Co., 
25 Grenville St., Toronto 1 


water main.’ 165 Broadway, New York 
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Look to 


FULTON 


for the Finest 








NEW No. 242 4 
4.1 TO 1 GEAR RATIO, \@ 
1200 LBS. CAPACITY | 








A new winch with higher gear ratio and load capacity 
designed to handle heavier loads easier. Oil impregnated 
bearings assure long service life. Pinion gear and shaft 
of high carbon heat-treated steel. Two-way ratchet has 
positive “off” position. Pinion shaft and ratchet bolt 
bridge frame for additional strength. 








No. 296 TWO SPEED 
5.1 TO 1 or 12.1 TO 1 
GEAR RATIO, 
2000 LBS. CAPACITY 








Model 296 has exclusive free-spooling feature for easier, 
safer load control. Free-spooling lets the drum turn 
without the handle spinning as the load is safely con- 
trolled with the brake. The adjustable handle can be 
shortened to lift light loads fast and lengthened to lift 
heavier loads easily. Strong one-piece frame assures true 
gear alignment for longer wear. No. 296 is supplied in 
bright cadmium plated finish. 


No. 295 (not illustrated) with brake and free-spooling feature has 
5.1:1 gear ratio, 1500 Ibs. capacity. Bright cadmium plated finish. 





NEW No. 190 
UNIVERSAL FRAME HITCH 














-- aNTEE OF 

‘sare PRADO Individually boxed for easy stocking. Min- 
tsa” imum space and investment required as 
one model fits most cars—1950-61. Certi- 
fied malleabie draw-bar—cadmium plated. 
2,000 lbs. capacity. 
FREE MERCHANDISER—tTwo color merchan- 
diser is effective counter or window display. 
No. 5190 DISPLAY deal includes 5 No. 190 
1 is assembled with 178-C Chrome Ball. 


Safe, yet simple to use. To uncou- 
ple, depress safety lock and lift 
locking lever. To couple, push 
locking lever down: safety lock is 
automatic. Fulton offers a com- 
plete line of trailer couplings for 


No. M-2 DUAL- every purpose. 


LOK COUPLING 
WRITE FOR FREE CATALOG 


THE FULTON CO. 


1912 S. 82nd Street Milwaukee 19. Wisconsin 


Want more facts? Circle 184, p. 97 
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FROM 


The all-new 
sliding door 
cabinet with 
‘Picture Frame”’ 
Mirror... 

in gleaming 
stainless steel! 
Latest design 


advance! 





—and America’s 
most competitive 
prices without 
sacrifice of 
traditional 
Grote 

quality. 


For the most complete line 
of all types of cabinets and 
accessories, write for the 


NEW Grote Catalog! 


THE MANUFACTURING CO., Madison, Indiana 


. «+ the full line manufacturer 
Want more facts? Circle 185, p. 97 





THE MOST COMPETITIVE 
PRICED LINE 


Sis & 


SALES CORPORATION 


MOTHER OF PEARL SEATS 


Sheet cov- 

ered—Closed 

Front with 
Cover. All 
Colors. 


1051 IRVING AVE., BROOKLYN 27, N. Y 
HYacinth 7-2200 - Send For Details 


CELLO SEATS COVERT QUEEN SEAT 


Sprayed Cel- 
tuloid— 
Closed Front 


Want more facts? Circle 186, p. 97 














44 


Soluble PLANT Tele). Complete 


FAST SELLING, NATIONALLY ADVERTISED _ 


Now demanded by millions for houseplants, flowers, vegetables, lawns 

gardens. Produces vigorous, beautiful growth in all plants quickly. ons ir 

dealer 334% profit. sage packaged for display. Does not deter- 

iorate, is clean, odorless and SAFE. Dissolves instantly in water for use 
l-oz. makes 6 gallons liquid plant food. 





Retail Price 


20z. can 


5 ibs. can $4.95 — wt. 





¥Y; ov. t. IS¢ 48 to case. — wi. 
36 to case. — wi. 
24 to case. — wt. 
12 to case. — wt. 

; - —_ — wt. 


Dealer & Grower Cost 
eS a $4.80 case 
See. $6.96 case 

$9.44 case 


..... $9.80 case 
24 Ibs. .$13.20 case 


Larger Sizes olin “if Jobber Can’t Supply, Order Direct. 
Write for list of other ONeX home and garden products. 








Dealer, wholesaler support is 


mounting behind Madden Bill 


Hundreds of dealers voice their support in ballots 
to Hardware Age: Want Madden Bill made into law 


The hardware trade believes that the Madden Quality Stabilization Bill 
will help end many of the cutthroat practices now hurting full function 
wholesalers and dealers. 

This is being demonstrated by the ballots being mailed by the trade to 
HA (see Feb. 9, p. 180). 

Hardware Age has endorsed the bill since it was proposed to the hard- 
ware trade in July at the National Housewares Show at Atlantic City (see 
HA, Aug. 25, 1960, p. 12). More recently, this magazine asked for dealer 
opinion on the legislation via a ballot in the Feb. 9 issue. 

The first results of balloting were listed in the March 9 issue p. 74, and 
showed almost unanimous approval of the bill. A further listing of dealers 
who have voted on this measure appears on these pages. 

Ballots are still arriving, with some 350 cast for the bill, vs 2 ballots 
against it. 

An Ohio wholesaler, feeling full support is urgent, made up facsimile 
ballots to be distributed to dealers by its sales representatives. This has 
helped substantially in focusing attention on the bill. 

A presentation of the ballots will be made to Rep. Madden at Washington 
in the near future, to be incorporated as evidence of the feelings of the 
hardware trade, and to aid him obtain action on this legislation. 

Meanwhile, support is gathering steam in many other retail and whole- 
sale categories. Many national associations, including the National Retail 
Hardware Assn., are supporting the Madden legislation. 


Here are dealers and wholesalers 
who’ve voted since previous issue 


Baker Hardware, Johnstown, Pa. Riebow’s Hardware, Harrisville, Mich. 
Kent’s Ace Hardware, Ladysmith, Wis. Dillon’s 5¢ to $1 Store, Tawas City, 
29th St. Home Supply, Corvalis, Ore. Mich. 

D. D. Pearsall Co., Hale, Mich. North Canton Hardware & Supply, North 
Fulton Lumber & Coal, Inc., Wauseon, Canton, Ohio. 


Ohio. Weirich Hardware, Homeworth, Ohio. 
Hochwarth Hardware Store, Baltimore, Hillier Hardware, Saginaw, Mich. 


Md. 
ps Bedford Housewares, Brooklyn, N. Y. 
Pacific Seed & Hardware Co., Portland, Beauvais V & S Hardware, New Balti- 


Ore. 
Poteet Bros. Hdw., Steele, Mo. = conga 
(Continued on next page) 


Reagle Hardware, Greenville, Pa. 





If you want your voice added to support the bill, send HA a posteard 
or letter. For previous dealer lists see HA, March 9, p. 74. 











JEFFERSON 


Stocks Everything in 


MARINE FASTENINGS 
for Shipment Today! 


MONEL ¢ NAVAL BRONZE 
SILICON BRONZE 
BRASS © ALUMINUM 
STAINLESS STEEL 


--and America’s Most Complete 
Stock of Galvanized Bolts! 


@ Industry’s easiest-to-use catalog 
places all your Fastening needs at 
your fingertips! Large, clear listings, 
helpful illustrations. Use your 
Jefferson catalog today and every 
day. Additional copies available 
free on request. 


© Jefferson’s Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can’t 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
SPring 7-8400 
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best 
Pertormantl 


in dealer sales and on the job! 


‘Ny | 
# 
“= 


Se 
VS = x 


© tags 


Well-satisfied customers and healthy repeat sales breed he 
strong turnover and a good return for dealers handling a 
the solid line of TM Chain. Such performance stems 

from Taylor's 87 years’ experience in chain manufactur- 

ing and merchandising. Investigate your profit potential 

with TM Chain. Call your wholesaler or write today. 


Proof Coil, BBB, Machine, and Coil Chain e Log Chains e Utility 


Chains e Animal Chains e All types of Weldiess and Stamped 
Chain e A full line of chain fittings and attachments. 
F Proo! Coll in \-s-f hanno 
“a Tay-Pails ae ey 


> Distinctive, -\ Specia! items 
SS g Easy-to-read ee in Poly Bags 
am 


artons 











S.G. TAYLOR CHAIN CO., Inc. 


CHAIN “: 
\ 1873 Hammond, Indiana 


Want more facts? Circle 189, p. 97 
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Madden Bill gains 
(Continued ) 


Weed’s Lawn & Garden Mart, Williams- 
town, N. J. 

C. W. Driggett Co., Inc., Flint, Mich. 
Dotts Hardware, Perry, Okla. 

Des Moines Mercantile, Inc., Des 
Moines, Wash. 

Keller’s Hardware, Columbiana, Ohio. 
C. C. Thompson Hardware, Minneapolis. 
Larson Hardware, Manistique, Mich. 
Ronan Hardware, Ronan, Mont. 
Schenck’s Hardware, tnc., Baldwinsville, 
N. Y. 

Oakwood Home Supply, Bedford, Ohio. 
Modern Power Equipment Co., Cleve- 
land, Ohio. 

Louis Eisenberg Hardware, Cleveland, 
Ohio. 

Estrim Hardware, Cleveland, Ohio. 

Al Koenig Co., Euclid, Ohio. 

East Sparta Hardware, East Sparta, 
Ohio. 

Magnolia Hardware, Magnolia, Ohio. 
Brown-Hawke Hardware, Waynesburg, 
Ohio. 

Mineral City Hardware, Mineral City, 
Ohio. 

Ehlers General Store, Zoarsville, Ohio. 
Gibbons Hardware, Brewster, Ohio. 

S. R. Stan, Valley View, Pa. 

Haven Hardware Co., Schuylkill Haven, 
Pa. 

Tremont Hardware, Tremont, Pa. 
Hackett Hardware, Sunbury, Pa. 
Freck’s Department Store, Northumber- 
land, Pa. 

Buttorff’s Hardware, Jersey Shore, Pa. 
Smith Hardware & Toys, Adrian, Mich. 
Lakewood Hardware, Cleveland, Ohio. 
Shipp Sales Co., Houston, Texas. 
Bryan Hardware, Inc., Titusville, Pa. 
Wenck Hardware Co., Guthrie, Minn. 
Robbins Hardware, Philadelphia. 
Larry’s Hardware, Utica, Mich. 
Commerce Hardware, Milford, Mich. 
Keego Hardware, Auburn Heights, Mich. 
L. W. Smith Hardware, Detroit, Mich. 
A. L. Damman Co., Inc., Detroit, Mich. 
George Neumann & Sons, Inc., St. Clair 
Shores, Mich. 

Trenton Hardware, Trenton, Mich. 
Gunniss Hardware, Algonac, Mich. 
MacDonald Manczan Hardware, Port 
Huron, Mich. 

L. S. Pettis, Pontiac, Mich. 

Thompson Hardware, St. Clair, Mich. 
Ruff*° Hardware, Columbia, S. C. 

Bob’s Hardware, Rockford, Ill. 

Bucky Wood Hardware, Cleveland. 
Silvier Hardware, Cleveland. 

Factory Outlet, Cleveland. 

Kimmel Hardware Co., Wayland, N. Y. 
Peck’s of Dansville, Inc., Dansville, N. Y. 
Yale Hardware, Cleveland. 

Mandel Hardware, Cleveland. 

Louis Milneir, Cleveland. 

C. A. Petro, Inc., Greentown, Ind. 
Marion Hardware Co., Marion, Ind. 
Sharp Hardware Co., Warsaw, Ind. 
Chaney Hardware, Wabash, Ind. 

A. R. Wolff & Son, Meadville, Pa. 


(Continued on page 142) 





fewer are needed to do the job! 


Both of these nails hold like screws, yet both are 
easy to drive. Ring-Lok Nails have ringed shanks 
which bite into the wood in a positive lock. 
Grip-Screw Nails have screw-like threads which 
cause the nails to turn into the wood as they are 
driven. With both types, fewer nails are needed 
on many jobs, speeding the work and saving 
man-hours. 

These new nails are available in easy-to- 
handle 50-lb cartons, in many of the popular 


rj for strength 


yy) ... economy 
... versatility 


BETHLEHEM STEEL 


styles, including flooring, pallet, drywall, under- 
lay, and roofing and siding. Write us for full 
details and prices, as well as promotion aids 
that will help you move your Ring-Lok and 
Grip-Screw Nails. 

And don’t forget these quality Bethlehem 
Steel Products: wire nails and staples, steel 
fence posts, woven wire fence, barbed wire, nuts 
and bolts, baling wire, clothes line, and gal- 
vanized steel roofing and siding. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Sales: Bethlehem Steel Export Corporation 


ae 
4 LEHEM 
STEEL 


Zz 
aassstit tbr rreeees, 
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Madden Bill gains 
(Continued) p : G F R 
SEND FOR CATALOG, § | 
DISPLAY INFORMATION £ a ~ m i TS 
ee ee Sloan’s Farm & Home Supply, Morris, 


N. Y. 
——— Creston Store, Creston, Mont. | . 

NAME Union Hardware & Supply Co., Ash- a IN with 

TITLE land, Ohio 

Baynes Hardware Co., Sheffield, Pa. 

North Side Hardware Co., Minneapolis 

STREET Schrems Hardware, Saginaw, Mich. 

John Patsey, Somerset, Ky. 

Hart Hardware, Saginaw, Mich. 

Sheridan Plumbing & Electric, Sheri- 

dan, Mich. 

Benes Hardware Co., Cleveland 


Slater’s, Inc., Lancaster, Ohio , 
Greding Hardware, Bluffton, Ohio D U S T M ©] ad S 
IMPULSE ee ee ve *& Flexible Plastic Frame 


Shopper’s Hardware, Inc., South Port- 


| land, Me. takes any shape or form 
| FE Akam’'s General Store, Wattsburg, Pa. 
zen dif- 
V S King’s Hardware, Rose City, Mich. x Takes place of do 


Yakima Hardware Co., Yakima, Wash. ferent kinds of dust mops 
Gamauf Hardware & Supply, inc., 
Copley, Ohio a Wieliiclelicmi 

Jordan’s Hardware, Springfield, Ohio both Rayon and Nylon 
R. B. Variety & Hardware, Wadsworth, | 
Ohio * Offers Decent Profit 
Coast-To-Coast Store, Bird Island, | on EVERY SALE — 


Minn. Get yours TO-DAY 


Sawrey’s Hardware, Cedar Springs, | 
Mich. 

Cater Hardware & Furniture Co., | 

Clarksville, Ark. | Swivelhead 
Oil City Variety Store, Oil City, Pa. | 


Stevens Hardware, Belleviile, Ohio DUST MO P 


Point Marion Hardware Co., Point | 
Marion, Pa. | 


Gallo Variety Store, Point Marion, Pa. | § with Magic 
Bye & Bye Hardware, Appliances & | Steering Action 
Paints, Lisbon, Ohio | 

Ryan Hardware, Erie, Pa. 


H. C. Pommerening & Son, Rochester, 
i Se 


Benton’s Hardware, Valparaiso, Ind. 
Mio Hardware, Mio, Mich. 








COMPANY 

















HARDWARE HUMOR 
Free vise pean hangs = peg Refills — Nylon 
board tool wall or stands on Shir 

counter. Selis Simplex vises on sponte $2.98 
sight for high profit. | GOO Guar. 5 yrs. 


Simplex vises really move when Hy oo > 
they're shown on this eye-catch- also =6 


ing merchandiser. Unit given 7 Rayon Dust Mop $2.95 
free with order of 5 Simplex 


high profit, fast turnover line. ONE TYPE Refill to 


utility vises (V5 Deal). Sell the | \" You Need Carry only 


itm elolismed mt. meY an ale) ot: 


| Desmond | — 
eo -. 2 No See 
| Simplex | 


QUICKIE MANUFACTURING CORP. 


The Desmond-Stephan Mig. Co. 20th & Oxford Streets 
Urbana, Ohio Philadelphia 21, Pa. 


ee “You could use a size smaller.” 
Want more facts? Circle 191, p. 97 Want more facts? Circle 192, p. 97 
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Madden Bill gains 


(Continued ) 


Galion Hardware, Galion, Ohio 
Ferriers Hardware, Erie, Pa. 
Rutledge Bros. Hardware, 
mon, Mich. 

Aaco Hardware, Bergenfield, N. J. 
Lakeview Hardware & Supply Co., 
Inc., Battle Creek, Mich. 

Schmidt Hardware, Ferndale, Mich. 
Victor Hardware Co., Detroit, Mich. 
Larkin & Taylor Hardware Co., Detroit, 
Mich. 


Roscom- 


Highland Park Lumber & Supply Co., 


Detroit, Mich. 

Bushie & Sons, Detroit, Mich. 

Nine Mile Hardware Co., East Detroit, 
Mich. 

Maplewood Lumber Co., Garden City, 
Mich. 

Steffens Lumber Co., Fraser, Mich. 
Tom Burns Hardware Co., Detroit, Mich. 
Montigney Hardware, Ravenna, Ohio. 
Paynes Hardware, Ashbatula, Ohio. 
Spillman Hardware, Utica, Ohio. 
Thomasson Hardware, Richwood, Ohio. 
Granville Lumber Co., Granville, Ohio. 
Gregory Hardware, Granville, Ohio. 
Arlington Hardware, Columbus, Ohio. 
Elliott Hardware Co., Newark, Ohio. 
Reynolds Hardware, Columbus, Ohio. 
Bob’s Hardware, Clarkston, Mich. 
McGowan Ace Hardware, West Branch, 
Mich. 


J. Alfred Johnson Hardware, Smeth- 


port, Pa. 

Gamble Store, Afton, lowa. 

Ashland Hardware Co., Ashland, Ohio. 
Kunkle & Klein, Clinton, Ohio. 

Abels Hardware & Supply, Akron, Ohio. 
Bowen Hardware, Akron, Ohio. 
Seaman’s Hardware, East Pembroke, 
N. Y. 

Rosier Hardware, Inc., Arcade, N. Y. 
Gillett’s Hardware, Byron, N. Y. 

K & H Auto Stores, Egg Harbor, N. J. 
Strait’s Hardware, Mansfield, Pa. 
Schaeffer Hardware, Bellefonte, Pa. 
Shambaugh’s Hardware, Dillsburg, Pa. 
Montigney Hardware, Ravenna, Ohio. 
A. S. Hunter & Son, Willard, Ohio. 
Zillah Hardware Co., Zillah, Wash. 


Lake Shore Paint & Hardware, Mentor- | 


On-The-Lake, Ohio. 

H. D. Whieldon Hardware, Greenville, 
Pa. 

J. M. Griffey & Son, West Springfield, 
Pa. 

Morton Hardware, Mt. 
H. C. Spring Electric, 
ville, Ohio. 

Springboro Hardware, Springboro, Pa. 
East Lake Hardware, Erie, Pa. 

Meiers Hardware Co., Olean, N. Y. 
Kuhns Hardware, Lisbon, Ohio. 
Hiscox. Supply Co., Lisbon, Ohio. 


Gilead, Ohio. 
Inc., Uhrichs- 


Palmer Auto Supply Co., Lisbon, Ohio. | 
Inc., | 


Mentor Hardware & Appliance, 
Mentor, Ohio. 

Shelton Hardware Co., Toledo, Ohio. 
West Side Hardware, Ashtabula, Ohio. 
Willoughby Hardware Co., Willoughby, 
Ohio. 

Boston Hardware, Boston, N. Y. 


ANCHOR BRAND BONUS BOXES 


... Popular Snaps and Pulleys 
... Packaged to Stimulate Sales 


Plan to profit through ’61 from brightly-colored Anchor 
Brand display boxes — bonus boxes — which catch a 
passer’s eye and his buy. 


DISPLAY BOX NO. 6 will remind the 
boatman of his need for non-rusting 
snaps. Box contains five each of the 
six most popular boat snaps in bur- 
nished bronze. 


DISPLAY BOX NO. 7 will attract 
both householder and work- 
man. Carton proclaims “Rust 
problems don’t exist.”” Depend- 
able, all-purpose snaps num- 
ber 65... five kinds ... in 
solid brass, solid bronze, nickel 
on brass. 


DISPLAY BOX NO. 45 will be noticed by 
all. Cadmium-plated swivel eye pulleys 
are rust-resistant, useful for awnings, 
ladders, block and tackle, grain bins. 
Box contains 50 single pulleys, four 
sizes, four double pulleys. 


DISPLAY BOX NO. 46 will suggest appli- 
cations for home, ranch, farm, con- 
tains 50 fast-eye single pulleys, four 
double pulleys in four sizes, all hot 
dip galvanized for rust-resistance. 


Check with your jobber today for your supply 
cf bonus boxes. 


NORTH 
Manufacturing Company 


New Britain 


JUDD 


Connecticut 


New York « Boston « Philadelphia «+ Atlanta * Jackson (Miss.) * West Paim Beach (Fia.) 
Rochester (N.Y.) °¢ Pittsburgh - Detmit * Chicago -* Minneapolis - St. Louis 
Dallas °* LosAngeles ° SanFrancisco - £Seattle °« Montreal ¢« London 
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UR F JUU ANU 


FOR EVERY REPLACEMENT NEED 


SWIVEL-LOK GLIDES NAIL-ON SWIVEL GLIDES 


for meto! furniture 





for wood furniture 


New orders, production held steady in January; 
may be turning point of manufacturing decline 


In brief: industrial production steady as new orders for indus- 
trial supplies level off—inventory reductions continue—sales: whole- 
sale up, retail down—prices remain stable—decline continues in 
private building—increased consumer spending for household opera- 
tion, services, causes lag in durable goods. 


Industrial outlook optimistic 


Most durable goods industries 
reported only slight decline in Jan- 
uary production, while inventories 
continued to be reduced. Total man- 
ufacturing sales in January were 
$2 billion less than a year ago. 

Largest industrial production 
cutbacks have been in the heavy 
equipment and industrial supply 
areas. These industries have in 
turn been cutting orders for raw 
materials, a factor in January’s 
low steel output. 

However, a note of optimism 
was seen in January. New orders 
for industrial supplies and machin- 
ery leveled off, overall production 


held steady, and the decline seemed 
to be nearing an end. 

Automobile inventories remained 
high at year’s end, resulting in 
lowered output schedules in Janu- 
ary. 

Businessmen plan to spend $34.5 
billion on new plant facilities and 
equipment in 1961, a reduction in 
expansion spending of 3 percent 
from 1960. 


Personal income dips 


Factory layoffs in heavy indus- 
tries, notably in the automotive 
field, caused personal income to de- 
cline $300 million in January, ac- 
cording to government figures. Yet 





CHAIR AND TABLE TIPS TWIN-LEG TIPS 


GS 


for twin-leg tables and chairs 


» Key business indicators at a glance 


These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest available. Reference num- 
bers in parenthesis after each item tell which is the “latest month.” 
For example: (1) = January; (2) = December. 


C $C} 


for kitchen ond 
outdoor furniture 


TACK GLIDES 


i903 








TWIN-TACK GLIDES 


— 


for wood furniture, chests, etc 


TACK BUMPERS 


OO 


for chest lids, hampers, etc 


for wood furniture 


TINY TACK GLIDES 


& bb 


for drawer rails, as 
thumb fock, etc. 


TINY TIPS 


8s 


for small metal legs 





LATEST MONTH YEAR 
MONTH AGO AGO 


($ million) 305 222 289 

($ million) 821 2,073 866 

($ million) 15,691 22,251 16,312 
(units) 520,714 600,495 475,382 

.. (47-49=100) 127.5 127.4 125.5 


® Retail Trade 


Hardware store sales (2) 
Department store sales (1) 
All retail store sales (1) 


a A Factory car Sales (2) 
\ Consumer prices, all items (2) 


a 





DOORSTOP BUMPER TIPS 


to replace worn out bumpers 





SPIKE CASTER CUPS 


AG 


for soft-pile rugs and carpets 


REGULAR CASTER CUPS Wholesale Trade 
Hardware wholesale sales (2) 
All wholesale sales (1) 
Wholesale prices, all items (1) 


..($ million) 
($ billion) 
. (47-49=—100) 


for nord surface carpets, 
linoleum and tile floors 














Nothing can compare with this sensa- 
tional new line—in modern styling; 
in beautiful new materials; in new 
processes that end rust and corrosion; 
in new swivel features; in ease of in- 
stalling; in long life; AND IN LOW 
COST. A vast replacement market is 
waiting. Millions of furniture legs 
need “SMOOTHIES”: in homes, 
hotels, institutions, restaurants. 


Industrial Supplies 


New Order Index (1) (1948—100) 


General Barometers 


Total personal income (1) ($ billion) 406.3 395.7 
Wages & Salaries (1) ($ billion) 271.0 268.2 
Farm income (1) ($ billion) 12.9 : 11.3 
Industrial production (1)..(FRB index-57=—100) 102 111 
New construction put in place (1) ..($ million) 3,831 3,686 
Residential construction (1) ($ million) 1,432 1,476 
Consumer credit outstanding (2) ..($ million) 56,049 52,119 
Electric power output (2) ....(million kw.-hr) 72,997 70,621 
Business failures (2) 1,353 1,080 
Steel output, index (57-59 — 100) 84.8 142 
Steel prices (1) (comp mill base-¢ per Ib) 6.196 6.196 


SOURCE OF DATA: U. S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output index 
by American Iron & Steel Institute. Steel prices by The Iron Age. 








VISUAL-PACKED ON 
FRANKLIN 


DISPLAY CARDS 


=| FOR IMPULSE SALES 











ASK YOUR JOBBER OR WRITE US 


FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
Want more facts? Circle 194, p. 97 
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the annual rate was $10.6 billion A UNIQUE COMET | 


higher than a year ago, due to ris- 


ing government payrolls and social IN SELLING 


security benefits. 


Farm income was up 14 percent FLEC TRICAL 


from a year ago, reflecting greater 


demand for food products. | EQUIPMENT! IN THE NEW 


Consumers continue to use credit TUJAX CATALOG 


‘Lie 
and instalment plans. Total con- {NY THING FROM ptec To 4 POWERH ) ONE SOURCE 
sumer credit outstanding at year’s , | 
end was $4 billion higher than a ) _ FOR A COMPLETE 
year ago. Personal savings de- | | LINE OF 
clined, after rising steadily W BRAND NAME 
throughout 1960. A 





ELECTRICAL EQUIPMENT 
(including all types and sizes of 
Total retail sales dipped in Jan- wwe sa nc and 
uary for the first time in six | , 
months. The $600 million decline | ELECTRICAL SUPPLY | LIGHTING FIXTURES 
was largely in the durable goods CORPORATION | and the largest representation of 
as larpet' £ : ‘ee TOP BRAND 
category. Nondurable goods sales = | 
420-428 Hover 


APPLIANCES 
were down only slightly from a cahela 6-200 Affiliates in: You get this tremendous selection 


year ago. ie York Phone: worm 4-178 na ME at lower prices. Tujax affiliates 
, 7 voleoyees SCY TE eel are located throughout the country. 
Consumer spending for house- | western U —— | 
: Ee es aa | west Palm Beach. Write Now for Tujax Catalog 
hold operation and services ha: con tts att eiarce, Tee ZU the bent atone 
been increasing. There has been tee — = source book you can have. 
considerable rise in demand for 
food products, beverages, tobacco, S. B. Presnick, Gen. Mer. 
amusements, reading materials, | cod 
and recreation. WE J ee AE ELECTRICAL SUPPLY CORP. 
420 Hoboken Avenue — Jersey City 6, New Jersey 
Wholesale sales rise | Want more facts? Circle 195, p. 97 


Retail sales decline 





New per 
A enve - Jersey City ° 
en AY 








Wholesalers’ durable goods sales 
were down slightly in January, | , a 
Se ‘ a AJAL Me. 730 — Consisting of: e. 
while sales of non-durable goods yy | 
W P 0 ro ° g OV * . ° 1,000 SPRINGS (#1 to #100) S, & 
ere up enough to produce an ove 7 ; iain aan con anne { 


all rise. Hardware wholesalers’ 


sales in January were down $10 ®t =? 1 STICK? ; 
million from a year ago. at) OY. | oe ee 


Primary cause of the wholesale ie | -f S 
decline in durable goods was the | pies ad Snoheoni a U E 
lessened demand for home goods | , - 


SPRING ASSORTMENT >+So 


ei pemmeeniane 3 


such as major appliances, furniture | Want more facts? Circle 196, P. 97 











and radio and television sets. 


Private construction lags wr You Want To— 


Private residential construction | © Sell or buy a store 
continued its 1l-month decline in © Represent new accounts eR ee 
January, being $50 million less Hire experienced hardware with Silicones 

| ers | 
than a year ago. personne 


Di f lus stock—dist ! 
However, construction as a whole pacaesaieh, tae pay Makes Anything Slide Easier! 


inventory—job lot merchandise 
continued to rise, and in January Get soles representation for your 1001 USES! Customers need it all over home, 


im ms line workshop, garage, office. For drawers, doors, 
was $150 million higher than dur- 


i screens, Cars, hinges, many more! 2 types—bot- 
ing January 1960. Largest in- Get a job in the Hardware field tle with applicator 59¢ and spray can $1.29. 


. Slick today! 
creases were in government build- THEN— Order Mr. Slick today 


ing and highway construction. | Tell It To The Trade Pre-Seld te 

. Sate ' . in The Classified OVER 34 
Some economists feel that lower- | MILLION 
, | Advertising Pages 

ing of interest rates of housing Of HARDWARE AGE READERS 


none ag ong stimulate mage Classified Ad. Dept. In Top Magazines 

yuliding. is in turn would pro- 

mote better activity in the lumber HARDWARE AGE 

and building materials industries Chestnut & 56th Streets, oon 
home furmshings and appliances. Philadelphia 39, Pa. | G6.N. COUGHLAN CO.. WEST ORANGE, N. J. 
Want more facts? Circle 197, p. 97 
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Consumer color contest 
to build paint traffic 


A Color Sweepstakes contest to 
build traffic for dealers’ paint 
sections is being offered by Martin- 
Senour Co., a Chicago paint manu- 
facturer. 

A contest entry blank is enclosed 
in each color chip folder to be 
mailed to customérs on each deal- 
er’s mailing list. Customers are 
not required to make a purchase, 
but they must go to the dealer’s 


store to deposit their entry blank 
in an official ballot box. 

Top two prizes are automobiles. 
Other prizes include a refrigerator, 
freezer, and 50 pocket transistor 
radios. 

The ballot box and 3-color win- 
dow banner announcing the contest 
will be furnished at no cost to 
the dealer. The contest closes July 
1, and is open to residents of all 
states except Nebraska, New Jer- 
sey and Wisconsin. 








Dealers’ C 





Plymouth Ropes and Plymouth Merchandising Units 


Experienced dealers have found Plymouth fills their needs best. Here's 


how: 


They get a wide selection of ropes, Manila, Nylon, Goldline, Polyethylene, 
for all boating and general hardware requirements in the big Plymouth line. 

They get effective sales help in the Plymouth variety of merchandising 
units, each designed for maximum display value in minimum space. 

They get ready customer acceptance for famous Plymouth quality — 
and live customer interest in displays that show and sell. Boating enthusiasts 
and other seasoned rope users, people who know good rope, know and 


prefer Plymouth. 


They get fast turnover and a better yearly profit margin because Plymouth 
means a superior rope inventory with the smallest dealer investment. 
They get almost overnight service from wholesale sources of supply 


close by. 
You can get all these benefits, too. 
distributor. 


HANDYPAKS — 
individually 
cellophane-wrapped 
coils in 50’ and 100’ 
lengths. Eye-attracting 
counter, window or 
floor display. 

Available in cartons. 
“eee §6—1 3-COil ‘‘starter’’ unit 
m, for as little as $39.15. 








ROPE DEPARTMENT *@% 
RACK — Free with is 


purc 


cartons of standard 


size 
%” 


Get in touch now with your Plymouth 


SALESRAK — Free 
if ordered with 
SalesRak 11-spool 
unit, priced as 
low as $35. 


hase of 3 


ropes 4” to 
in diameter 


plus one carton of Displays and 

50’ or 100’ dispenses 4” and 
HandyPaks. Offers ¥e” ropes in 

a big rope 


selection in 2 


* packaged ropes. 


‘a ga up to 300 
feet and 2” 


square feet of ropes in lengths 
floor space. 1 up to 200 feet. 
He basket 

holds Plymouth 





Yours at no charge with $100 rope purchase. Sales-maker 





REELRAK in only 6 square feet of floor space. 


Plymouth, Massachusetts 


Want more facts? Circle 198, p. 97 
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Lyman now distributes 
scopes to dealers 


The distribution of telescopic 
gunsights by Lyman Gun Sight 
Co., Middlefield, Conn., has been 
changed directly to the dealer, in- 
stead of through wholesalers. The 
firm said the shift was due to rapid 
changes in the scope marketing 
picture. 

Lyman Telescopic Sights are now 
being made, sold, and serviced by a 
newly formed branch of the com- 
pany, the Telescopic Sights Divi- 
sion. 

Reloading tools and dies, Lyman 
& Cutts Compensators, shotgun 
choke devices and Lyman Metallic 
gun sights will still be handled 
through wholesale channels. 


Clinton raises price on 
4 and 4'/2 hp engines 


Clinton Engines Corp., Clinton, 
Mich., announces that effective Feb. 
15, prices will be increased on its 
4 and 4% hp cast iron engines. The 
engines are widely used on power 
lawn mowers. 


The firm points out that the price 
rise is on only two models, and that 
the company is making every effort 
to absorb higher labor and mate- 
rials costs on other models. 


GE has new discounts 
on housewares parts 


General Electric Co., Bridgeport, 
Conn., has a new discount structure 
available to all reseller customers 
of housewares service parts. 


Orders in excess of $25 list will 
be discounted at 40 percent. Orders 
for less than $25 list, but more 
than $2 will receive a 25 percent 
discount. 

Orders can be placed through GE 
Servicenters in Chicago, Los 
Angeles, Seattle, Kansas City, At- 


lanta, Dallas, and Pennsauken, 
N. J. 


Failures hit new high 


Commercial and industrial fail- 
ures were at a post-war high of 
408 during the week ended March 2, 
according to Dun & Bradstreet. 
This is 60 more than for the 
preceding week, and 109 more than 
during the comparable week of 
1960. 





NEW SANDING 
WOOD SEALER 


SANDS WITHIN 


Ce 


Indo 


OOL 








L l 
Industrial Supplies & Machinery 
New Order Index—July 1948-100 | 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs.” Assn. 
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Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 
complete information. 


*Under normal conditions. 








PP ag 


ae) 





gs 


5 SD * 


When your customers 
are buying supplies for 
floor and wood finish- 
ing jobs, you'll make a 
quick sale when you 
suggest Indo Shellac. They know Indo is 
the world’s finest quality—made to dry 
fust with a tough, brilliant finish. 
Your local distributor has Indo Shellac 
.. in dated cans. 


SOUTHERN SHELLAC MFG. CO. 


Division of Plough, Inc. Memphis 1, Tennessee 
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industrial supply orders 
level off during January 


New orders for industrial sup- 
plies and machinery leveled off in 
January, reports the American 
Supply & Machinery Manufactur- 
ers’ Assn. The New Order Index 
remained at 176 (July 1948—100), 
the same as for December 1960. 


Mirro's ice cube tray 
offer to run thru July 


A special ice cube tray promo- 
tion is scheduled for spring and 
summer by Mirro Aluminum Co., 
Manitowoc, Wis. The promotion, 
which will run through July, offers 
two aluminum ice cube trays, Model 
No. M-2097-22, at a special retail 
price of $3.99. This is regularly a 
$5 value. 

The trays hold 14 standard size 
ice cubes. They’re packed six to a 
carton weighing 6 lb. Display ban- 
ners, newspaper ad mats and post- 
ecard enclosures are also available. 


No inventory needed for 
Fiberglas' filter sale 

Owens Corning Fiberglas Corp., 
Toledo manufacturer of Dust-Stop 
furnace filters, is offering dealers a 
truckload sale promotion that re- 
quires no initial stock or inventory. 

Special sale orders, based on the 
filter sizes the dealer requests, are 
delivered to the store for sale 
directly from the truck. Unsold 
filters are returned to the whole- 
saler. 

Sales aids include two 12 x 3 ft 
banners attached to the truck, six 
25 ft strings of colored pennants 
and newspaper ad mats. 

Arrangements to conduct a truck- 
load sale can be made by dealers 
through their wholesalers. 





OFFERS YOU ITS SENSATIONAL 








LAND THE BIG $ 


FISHING 
TACKLE 


9-P PROGRAM 


PRODUCTS 


A complete, basic assortment 
of rods, reels, line, nets, and 
other gear 


PROFIT 


Fast-moving items, with satisfying 
profit margins 


Priced to meet competitive 
conditions, without trimming 
profit 


PROMOTION 


“Ready-to-go” circulars and ad ma- 
terial concentrate promotion in YOUR 
sales area 


POINT-OF-SALE 


A complete display kit to 
make your store ‘Sporting 
Goods Headquarters” 


. . « AND ASK YOUR LOCAL 
LIBERTY DISTRIBUTOR ABOUT 
OTHER SPORTMASTER EQUIP- 
MENT . . . FOR BASEBALL, BAD- 
MINTON, OTHER SPORTS 











ASK YOUR LIBERTY DISTRIBUTOR 
R. C. VEREEN, Managing Director 
LIBERTY DISTRIBUTORS 


BOX 95. PHILADELPHIA. PA 
Gladstone 5-8300 


Want more facts? Circle 200, p. 97 
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reasons why we prefer 
to sell L-O-F Window Glass” 


By BILL TYSON, Vice President 
Anderson-McGriff Company, Atlanta, Ga. 


Libbey-Owens-Ford’s national brand advertising is our best merchandising 
factor. And the quality of L-O-F Window Glass is important to us in selling. 


2 The interest and service of our local, courteous L-O-F Distributor help keep 
our stock balanced and adequate. 


We do a lot of fractional size cutting. The easy-cutting quality of L-O-F 
Window Glass saves us money and adds profit to our business. 


We display glass on our sales floor. It reminds 
people that we sell L-O-F Window Glass. And the 


wide variety of L-O-F sales aids are a big help in 
merchandising glass. 


We like the boxes in which L-O-F Glass is delivered. 
After we remove part of the glass for our display 


racks, the original boxes protect the balance which 
we store in the back room. 


FREE BOOKLET 


Has plans for building vari- 
ous sizes of display storage 
racks. Lists L-O-F quality 
window glass sales aids to 
help you get more business. 
Order booklet,‘‘For Greater 
Profits’, from your L-O-F 
Glass Distributor (Listed 
under “‘Glass’’ in the Yellow 
Pages) or write to L-O-F, 
6731 Libbey -Owens- Ford 
Building, Toledo 1, Ohio. 


REMY 


i 
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New Wholesalers’ Aids for Dealers’ Use 


Bostwick-Braun mailer 
has 122 spring values 

Bostwick-Braun Co., 
in Toledo, Ohio, has a 4-page, 4- 
color Spring Value Days broadside 
with 122 items. 


One page is devoted to household 


wholesaler 


Consumer Mailers 


supplies, basic electrical and plumb- 
ing needs and paint sundry items. 
Another page has summer play- 
time values and hand and power 
tools. Back page is devoted entirely 
to lawn and garden hand and power 


tools. Front page has an assort- 





your wife can sell WAS 
packaged like these 


Maybe your wife helps out sometimes, and maybe she doesn’t 
— but ask any woman who has seen our Mil-Pac Twins pack- 
age, and we’ll bet she’ll agree this is the best way yet developed 


to sell washers! 


 n 
asso MENT 


maker .. 


gi 


x en eS 


Naturally Wrought Washer, the world’s 
largest producer, developed this dual-sales 
. all dolled up in a neat yellow- 
and black carton holding two red-topped 
plastic tubes of lock washers and flat wash- 
ers. We repeat: you sell two items instead 
of one, every time. 


Packaging alone isn’t enough, so you should remember this 
is top- quality merchandise, offered only by the best-known 
brand name in washers, completely dependable ... very profit- 


able, too. Stock up now. 


Order from your jobber. Ask 
your jobber to show you 

rought Washer’s other 
sales-minded packages: ex. 
clusive Klip-Pac, Assort- 
ments and Single Tubes, 
Standard Shelf Packs, Bulk 
Washer Containers. 


WW /3/6061/HP 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 © twx MI 277 


WORLD'S LARGEST PRODUCER OF WASHERS 
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ment of items that tie-in with back 
and inside pages. 

A complete store and window 
trim kit is also included with the 
broadside. 


interstate wholesalers 
have spring sale mailer 


The six wholesale members of 
Interstate Hardware Merchandis- 
ing, Inc., Cleveland, Ohio, will dis- 
tribute 2.5 million Happy Home 
Values Sale circulars through their 
respective dealers during April and 
May. 

The mailer features items for 
the home, spring cleaning and fix- 
up supplies, and items for outdoor 
living. Several coupon specials are 
included to build traffic. A 250- 
piece instore display kit, with news- 


(Rh HARDWARE Weex 


ie =. ee gee tee @ f 4 








Am Imdustry First! 


Hlack e Decker: 











Sei 


supports youwrth = fees = se 


Reick a 


e Fastest turnover items 
¢ NRHA approved fixtures 


e 8 new Merchandisers in all 


Call your wholesaler now, or write 


Black se. Decker: 


Dept. LOSI, Towson 4, Md. 


best known tool brand in the land 
Want more facts? Circle 203, p. 97 
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have you 
ordered these 


CHAMPION 
fish catchers? 


i 
| Bae 
é 


24-Ib. rainbow caught on Helin Fishing Lure 


HELIN 
FLATFISH | 


L Yd SOLD... 


J world-champion lure 
for 24 years...a 
*“‘must"’ for your tackle 
department. 


HELIN 
SWIMMERSPOON * 


Phi ag 


new sensational Swimmer- 
spoon .. . Helin-perfected 
after 18 years in develop- 
ment... world's first swim- 
ming spoon... now avail- 
able in all sizes. 

* Patents Pending 


WIDE VARIETY: 
FLATFISH now come in 20 
sizes, 27 colors... Retail prices 
start at $1 for flyrod sizes to $2.50 
for musky and salt water lures. 


SWIMMERSPOON, back- 
ordered all lost year and made in 
only 3 sizes and 6 basic colors, 
is now available in 10 sizes and 
16 basic colors . . . Retail prices 
from $1.35 to $1.50, except for 
largest-size $2.50. 
Za 28 eS Ea EJ Be 


ORDER NOW: 

AND WRITE FOR 

SUPPLY OF MY 

1961 WLUSTRATED 

FISHING HANDBOOK 

FOR YOUR BEST 

CUSTOMERS... 
HELIN TACKLE COMPANY 

4058 Beaufait, Detroit 7, Mich. 


Want more facts? Circle 204, p. 97 
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New Wholesalers’ Aids 
(Continued) 





paper ad mats, is also being of- 
fered. 

Interstate members include: 
Baker & Hamilton, San Francisco; 
Seattle Hardware Co., Seattle; 
Townley Metal & Hardware Co., 
Kansas City; Geo. Worthington 
Co., Cleveland; Zork Hardware Co.., 
El] Paso, and Zork Hardware Co. of 
New Mexico, Albuquerque. 


Masback 16-page mailer 


_has six coupon specials 


Masback Hardware Co., whole- 
saler in New York City, has a 16- 
page Home & Garden Guide mailer 
to build spring traffic for dealers. 

The book has eight color pages. 
It offers six coupon specials and 


| a. pee; Py OD 
"= "HOME and GARDEN GUIDE 


more than 50 other specials. Eleven 
pages feature garden supplies, two 
pages barbecue and picnic supplies, 
and the remainder hand and power 
tools, fix-up items, and housewares. 

A window streamer kit contain- 
ing price cards and price tags sup- 
plement the book. Newspaper ad 
mats of featured items are also of- 
fered. 


_ Cotter mailer develops 
_pre-Easter traffic 


Cotter & Co., dealer-owned whole- 
saler in Chicago, has distributed an 
8-page Early Bird circular contain- 
ing about 50 spring items to build 
pre-Easter traffic in its V & S 
Hardware Stores. The mailer is a 
forerunner of the 48-page V & S 
Spring & Summer Catalog to be 








MORE SATISFIED 
HOME BUYERS 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile“pop outs’ — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seal locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 


spray, roller. 


Recommended by 


Leading Contractors 


Sold by paint, hardware 
and building supply stores. 


Thommpdond 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co., Inc., Merchandise Mart, 
San Francisco 3, California 


San Francisco * Los Angeles *« San Diego 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul « Detroit « 
Philadelphia * New York City * Memphis * 
Cleveland ¢ Factory: King City, California 


Want more facts? Circle 205, p. 97 





| sizes. hese in aie Pic-Pak self- 
‘service packages with complete 
counter display assortment. Ask your — 
wholesaler! 


- Hindley Manufacturing Co., Cumberland, R. 1. 


. Wire Hardware * Cotter Pins « Plumbing Specialties. 


ates j 


Want more facts? Circle 206, p. 97 
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(Continued ) 
distributed after 
Easter. 

Items in the Early Bird mailer 
include housewares, paints, clean- 
ing needs, garden tools, and other 
seasonal merchandise. Four pages 


immediately 


Schultz_Haraware 
aints 


gt W. MIGGING AVE 


i‘veR™ 


PHONE WE. 1-5 


are devoted to waterless cookware, 
small appliances, canisters and 
other goods at savings of 20 to 35 
percent. 

The mailer is backed by news- 
paper ads and window and in-store 
display kits. 








Promotions 


Manufacturers’ New 
Merchandising Plans 








Regina Corp. promotes 
home cleaning items 
Regina Corp., Rahway, N. J., will 
step up its 1961 promotion of Elec- 
trikbrooms and Twin-brush Pol- 
ishers-Scrubbers with multiple full- 
page advertisements in Better 
Homes & Gardens, House Beauti- 
ful, Brides, Living for Young 
Homemakers, Sunset and Good 
Housekeeping. 
Regina will have 
dealers, hang-tags, 
plays, line folders, 
reprints 
streamers 


available to 
in-store dis- 
pre-prints and 
of advertising, window 
and direct mail pieces. 











FAST-SELLERS 


DES , 





Easy movers in your customer’s home, fast 
movers in your hardware store —that’s the 
Bassick’s ‘‘white line’’ of casters and furni- 
ture glides. 

New, high-visibility packaging lets your 
customer see, admire, and want to own these 
good-looking, 74” and 114” white nylon 
furniture glides. They sell themselves, with 
a minimum of time, attention, and counter 
space from you. 


SMART-LOOKERS 


Bassick’s smartly styled white nylon base 
glides give customers greater floor protec- 
tion than any previous furniture glides. They 
can't corrode, can’t stain rugs—even in 
dampest climates. Their broad, resilient, 
friction- free surface makes them ideal for 
asphalt tile, cork and other modern floor 
coverings. 


FLOOR-SAVERS 


Profit-making companion to white-nylon 
glides are Bassick white-wheel, brass-finished 
casters. Sturdy Bassick white composition 
wheels can’t leave marks on floors. They're 
an eye-catcher and an impulse-seller on peg 
board or counter. Bassick white wheels come 
in 1144”, 15%” and 2” sizes and with grip- 
neck stem or plate construction to fit most 
household furniture. 

Display these fast moving items in high- 
traffic areas and watch sales mount. THE 
BASSICK COMPANY, Bridgeport 5, Conn. 
In Canada: Belleville, Ont. 1.7 


1] Bassick \rex 


STEWART- WARNER CORPORATION | 
Want more facts? Circle 207, p. 97 
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News About Dealers: Lloyd Marsh Purchases 
Store; Offers Specials at Grand Opening 





North Little Rock, Ark.— 
MARSH HARDWARE, 1700 
Main St., held its formal 
opening March 3 to 11. Spe- 
cials were offered and there 
was a drawing. To build 
traffic, 3000 circulars were 
distributed in the neighbor- 
hood of the store, with a 
coupon special to be signed 
by the customer to start a 
mailing list. Lloyd Marsh, 
formerly a salesman with 
Fones Bros. Hardware Co., 
Little Rock wholesaler, pur- 
chased the store early this 
year. The store was A J 
Hardware. 


Hanover, Pa. SAMUEL 
SHIRK & Son, INc., has been 
purchased by Herbert H. 
Wagner, Jr., vice-president 
of Adams Agstone, Inc. of 
Hanover. Fred S. Koehler, 
former part owner of the 
store, is general manager 
under the new ownership. 
Harry Seifert, former vice- 
president of sales at Adams 
Agstone, is vice-president of 
Shirk’s, succeeding Robert L. 
Rodgers. All other staff mem- 
bers remain the same. The 
store’s name _ has _ been 
changed to SHIRK’s HARD- 

(Continued on page 156) 





PRO Hardware Names 
Dungan Vice-President 


Harold Dungan, former 
sales manager and marketing 
manager for Janney, Semple 
Hill’s S & Q Stores, has join- 
ed PRO Hardware, Inc., as 
vice-president. Mr. Dungan 
will be an account executive, 
working with PRO franchised 
wholesalers. 


Mr. Dungan joined Janney, 
Semple, Hill & Co., former 
Minneapolis wholesaler. in 
1940 as a member of the 





HAROLD DUNGAN 


central office force. He later 
joined the sales department 
and moved up to general 
sales manager. In 1960, he 
was named marketing man- 
ager for S & Q Stores. 





so 


M. W. DARDEN 


Darden Gets New Post 
At Huey & Philp Co. 


Huey & Philp Co., Dallas 
wholesaler, has appointed M. 
W. Darden manager of the 
buying department of the 
wholesale hardware division. 

Mr. Darden has been man- 
ager of the company’s house- 
wares department for 11 
years. 


West Bend Name Change 


West Bend Aluminum Co., 
West Bend, Wis., has changed 
its corporate name to The 
West Bend Co. The company 
name has been the same 
since it was incorporated in 
1911. West Bend is current- 
ly celebrating its 50th anni- 
versary. 
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Eastern Dealers Offered 
. Y. Housewares Show 


A new housewares show 
will debut at New York 
City’s Coliseum, Aug. 7-10. 
Called the Eastern House- 
wares Show, and managed 
by Hall-Erickson Inc., it 
aims to fill the buying needs 
of dealers and wholesalers 
who might be unable to go 
to Chicago. 

The National Housewares 
Show at Chicago in July re- 
places the former site at At- 
lantic City, N. J. The move 
to Chicago, Hall-Erickson 
feels, creates a void for some 
Eastern dealers who will not 
make it to Chicago. 


Spaulding Appointed 
Chief Officer at Skil 


John F. Spaulding, presi- 
dent of Skil Corp., Chicago, 
has been named chief execu- 
tive officer of the firm, fol- 
lowing a change in corporate 
by-laws. Bolton Sullivan, 
chairman, continues his re- 
sponsibilities of conducting 
shareholder and board meet- 
ings. 

Mr. Spaulding, who has 
been president of Skil since 





JOHN F. SPAULDING 


1958, has been in the power 
tool industry for 35 years. 
He has just completed a 
term as a member of the ex- 
ecutive committee of the 
American Hardware Mfrs. 
Assn. He has also been as- 
sociated with a number of 
other industry organizations. 


Colorado Names Driggs 


Jack Driggs has _ been 
named manager of wire rope 
sales for Colorado Fuel & 
Iron Corp.’s Western Div., 
Denver, Colo. Mr. Driggs has 
been wire rope sales mana- 
ger for the Mid-Continent 
Div. since 1951. 








JOHN W. MADEIRA 


Supplee-Biddle-Steltz Appoints Three 






0. D. HOWARD 






FRED R. EGNER 


John W. Madeira, O. D. Howard and Fred R. Egner have been 
named to new posts by Supplee-Biddle-Steltz Co., Philadelphia 
wholesaler. Mr. Madeira has been named sales manager of the 
hardware division. He will supervise merchandising and hardware 
salesmen. Mr. Howard has been named sales manager of the house- 
wares division and will supervise salesmen and merchandising func- 
tions. He will also continue some of his previous functions in the 
department store field. Mr. Egner has been named assistant man- 
ager and sales manager of the toys and sporting goods division 
specializing in the merchandising areas. 
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Worthington Promotes 
Baum to Coordinator 


Charles E. Baum has been 
named coordinator of dealer 
services for Geo. Worthing- 
ton Co., Cleveland wholesaler. 

Mr. Baum will supervise 
Worthington’s promotiona|] 
program operated for hard. 
ware stores served by the 
company. He succeeds Joseph 
Demshar, Jr., who is now 
vice - president and dealer 


CHARLES A. BAUM 


sales manager (see HA Mar. 
9, p. 157). 

Mr. Baum joined Worth- 
ington as an order clerk in 
1919 and in 1920 became a 
salesman covering Ohio. He 
held this post until taking 
the coordinator position. 


ROBERT C. 


Robert C. Tyo Elected 
President of DeWalt 


Robert C. Tyo has been 
elected president of DeWalt, 
Inc., Lancaster, Pa. He was 
president and general man- 
ager of Porter-Cable Ma- 
chine Co., Syracuse, N. Y. 

Announcement was made 
by W. Griffin Morrel, execu- 
tive vice-president of Black 
& Decker Mfg. Co., parent 
company of DeWalt. Mr. 
Morrel has been serving as 
acting president of DeWalt 
since the resignation of 
Conde Hamlin last month. 

Mr. Tyo, who had been 
with Porter-Cable _ since 
1943, was elected president, 
general manager and direc- 
tor of the firm in 1958. 


TYO 





Wholesale Industry Has 
New Union Hardware 


The Union Hardware & 
Metal name is back in the 
hardware industry as a 
wholesale company in Cal- 
ifornia. 

The new Union Hardware 
is supplying dealers in 
Southern California. Its 
headquarters are at 7615 
Crider St., Pico Rivera, 
Calif. 

E. H. McLaughlin, Sr., 
board chairman and presi- 
dent of the old Union Hard- 
ware, is president of the new 
company. Mr. McLaughlin 
purchased the name when 
the old Union Hardware 
company went out of busi- 


ness late last year (HA, 
Oct. 20, p. 162; Dec. 15, p. 
63; Jan. 12, p. 145). 

Officials of the new Union 
Hardware & Metal Co., and 
their connection with the old 
Union Hardware are: 

Mr. McLaughlin, Sr., pres- 
ident. 

Ted Gorjans, was specialty 
salesman, now vice-president 
of sales. 

Eugene Neely, was sport- 
ing goods buyer, now vice- 
president of merchandising. 

James Goff, vice-president 
and treasurer, both compan- 
ies. 
Other officers are Law- 
rence Dill, vice-president in 
charge of personnel, and 
R. M. Duit, secretary. 


Col. R. H. Baker Is Elected Board Chairman 
Of Fones Bros.; Tucker Is New President 


COL. ROBERT H. BAKER 


Col. Robert H. Baker was 
elected chairman of the 
board of Fones Bros. Hard- 
ware Co., Little Rock whole- 
saler, following the annual 
stockholders’ meeting last 
week, and will continue to 
be chief executive officer of 
the company. 

Sterling W. Tucker was 
elected president and treas- 
urer. He succeeds Colonel 
Baker in both positions. 

George W. Luker was 
elected vice-president and 
secretary. Mr. Luker suc- 


STERLING W. TUCKER 


ceeds Mr. Tucker as secre- 
tary. 

Colonel Baker joined Fones 
Bros. in 1920, was elected a 
director in 1926, vice-presi- 
dent in 1930 and has been 
president and treasurer since 
1948. He is a former presi- 
dent of the Southern Whole- 
sale Hardware Assn. 

The colonel has an impres- 
sive military record. In 
World War I he advanced 
from first lieutenant to colo- 
nel in the A.E.F. In World 

(Continued on page 160) 





Albany Hardware Elects 
Directors and Officers 


Albany Hardware & Iron 
Co., Albany, N. Y., whole- 
saler, has elected officers and 
directors for the coming fis- 
cal year. 


Directors reelected are: 
William C. Dearstyne, Wil- 
liam D. Dearstyne, Harold 
L. Warner, Dudley H. Robin- 
son, Edwin L. Fowler. Ray- 
mond E. Foskett and H. 
Seeley Funk were elected to 
the board to fill two new 
positions created by expan- 
sion of the board from five 
to seven. Both men, who are 
vice-presidents, have been 
with the wholesaler during 
their entire business careers. 


Mr. Foskett joined the 
company’s State St. store in 


1924. He became manager of 
the contract hardware de- 
partment in 1930 and was 
elected a vice-president in 
1939. 

Mr. Funk joined Albany 
in 1937 as a member of the 
wholesale division. He later 
moved to inventory control 
and purchasing and became 
a buyer in 1946. Mr. Funk 
now directs purchasing of 
housewares and associated 
hardware items. 

Officers reelected are: 
chairman of the board, W. C. 
Dearstyne; president, W. D. 
Dearstyne; treasurer, Mr. 
Warner; secretary, Mr. Rob- 
inson; vice-presidents, Mr. 
Foskett, Mr. Funk, Arthur 
E. Stephens; attorney, Ed- 
win L. Fowler. 
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News About Dealers: 





(Continued from page 154) 


WARE, INC. and will be mod- 
ernized. The store is one of 
the oldest in Hanover. It 
was founded in 1846 by the 
late Samuel A. Shirk, grand- 
father of one of the previous 
part owners, Mrs. Elizabeth 
Shirk Rodgers. Other owners 
were: Fred S. Koehler, Mrs. 
Walter Edwards and Stephen 
O’ Neill. 











Little Rock, Ark. — DE 
Soto HARDWARE, 307 W. Cap- 
itol, has a gradual display 
fixture modernization under 
way. The first modernized 
floor fixture has been com- 
pleted. Other fixtures are to 
be modernized as time per- 
mits. Perforated panel board 
is being installed along walls. 
Earl Haase is supervising the 
work. Mrs. Eva Heath, own- 
er, reports January and Feb- 
ruary sales were up over a 
year ago, largely on account 


Some of the modern wall fixtures in De Soto Hardware, Little Rock, 


with Eorl Hasse, 


in charge of the work, on the left. 


News of the Trade iit 





of modern displays putting 
goods out where customers 
can see. 


St. Louis, Mo.—CENTRAL 
HARDWARE Co. has opened 
store No. 6, two miles north 
of St. Louis. The Central 
City Store has 64,000 sq ft, 
of which 39,000 sq ft is sell- 
ing area. Billed as the 
“World’s biggest hardware 
store,” it will be the hub of 
a soon-to-be erected shop- 
ping center. John Tanner is 
store manager. Key product 
lines: Paint, plumbing, elec- 
trical, shelf hardware and 
tools, housewares, and lawn 
and garden. 


Asgrow Seed Elects 
3 Vice-Presidents 


Asgrow Seed Co., New 
Haven, Conn., has elected 
three vice-presidents, accord- 
ing to A. Bryan Clark, presi- 
dent. They are: 

David F. Behrent, general 
manager of the agricultural 
sales division; D. A. John- 
son, Jr., general manager of 
the lawn and garden divi- 
sion; and Gordon H. Clark, 
director of personnel and 
corporation secretary. 





Warren Stuart Named 
Belden Sales Manager 


Warren Stuart has been 
appointed sales manager of 
Belden Mfg. Co., Chicago. 

Mr. Stuart, who has been 
with Belden for 15 years, 
joined it as a salesman cov- 
ering California. He is an 
active worker in industry 
trade associations. 


Awards to Wholesalers 


Cotter & Co., Chicago 
wholesaler, has received a 
plaque for ordering more 
than $100,000 in merchandise 
during 1960 from West Bend 
Aluminum Co., West Bend, 
Wis., now West Bend Co. 

Orgill Brothers & Co., 
Memphis, Tenn., wholesaler, 
has been presented a plaque 
as the leading distributor for 
1960 by Club Aluminum 
Products Co., LaGrange 
Park, Ill. Orgill has received 
this award for seven of the 
last 10 years. 


Hibbard Spencer Bartlett 
& Co., Evanston, Ill. whole- 
saler, has been awarded a 
recognition plaque by West 
Bend Aluminum Co. during 
1960. 





CA Seasoned Veteran Introduces a BIG BROTHER / 
HOWDY FRIENDS... YES, |'LL 


FOLKS, MEET LEES GREEN 
PEA SHELLER - 

A WORTHY COMPANION 
TO LEE’S CORN CUTTER 





AND CREAMER |! 


RETAILS 


250 
°® ORDER THROUGH YOUK HAROWARE TOEEGER ce. | 


SHELL OUT THOSE GREEN BLACK- 
EYED PEAS AND PURPLE PODS 
"AS SLICK AS A BUTTON” 


FASTER, EASIER ,AND 


BETTE R, TOO ! 


NO HARD, TEDIOUS LABOR- 
NO ete: 4 FINGERS - 


GARDEN ~ “FRESH 


FLAVOR ! 





. THE 





@e MFG. CO., INC. 
BOX 13222 --: 


DALLAS, TEXAS 
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For: Homes... 


Offices... 
3” LETTERS & NUMBERS 


Stores... Trucks... 


Flexible, Adhesive-Backed 
“PLASTIK-STIK-ONS” 


Ye” Thick ‘‘Foundry”’ Cast! 
Not Paper Thin—Not a Film—Not 


a Tape 


FREE DISPLAY UNIT! 


with order of complete inventory 
of 560 separate characters in 
3” Classic or Block style. Avail- 
able in 6 popular colors. 
Amazing 15¢ Retailer 

Terrific Volume Profit Producer 


Total Retail Value 


Write today for com 


Tabaelaaarchalele prices 


Sticks on: GLASS... 


plete mercha 
ind catalog sheets. ° 
Manufacturer's Representatives Inquiries Invited 


METAL.. 


$84.00 

48.00 

6.00 
ndising 


P MLE. 


co. 


.WOOD...PAINT.. 


7PME. Boats. . 


, PLASTIC... 


. Mailboxes. . 


: . 


DECORATOR NAME and 
» NUMBER PLATES 


of Heavy-Duty 


Outdoor Plastic 
FREE Self-Selling Counter Unit 
displays 16 decorator plates 


©) Se LS 


me SaKe 
me on 


lll 


in the four most popular 
architectural styles and col- 
ors. Each plate holds 
“PLASTIC-STIK-ONS” on 
one or both sides. 
Retail Value $29.00 
Dealer Profit $11.60 


Dealer Cost 


THE P.M.E. CO 


CEMENT .. 
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.108 Naylon Ave 


17.40 


Livingston, N. J. 


. ALL SMOOTH CLEAN DRY SURFACES! 





News of the Trade— 


news in brief of 


MANUFACTURERS AGENTS 


@ Federal Housewares Div., Fedco Corp., Lincolnwood, 
Ii1l—Metropolitan New York to Jerome L. Goldsmith Co., 





New York City; northern California to James G. Sigman | 


southern 
Los Angeles; Florida, 


of San Francisco; 
Brokerage, 
Miami. 


to George Golding of 


@ Loma Industries, Inc., Fort Worth, Texas—Western 
Pennsylvania and West Virginia to Charles Butler; easter: 
Pennsylvania, southern New Jersey, Delaware, District of 
Columbia, Virginia and Maryland to Joe Dee and Clyde 
Gayle. Mr. Butler was an associate of the late Lou Har- 
melin who covered these areas. 


@ Lifetime Div., Northern Industrial Chemical Co., South 
Boston, Mass.—Three agencies have been reappointed. Eu- 
gene T. Storck, Columbus, Ohio; Hy R. Goldstein, 
ter, N. Y.; S. G. Sherman Co., Detroit. 

@ ©. Ames Co., Parkersburg, W. Va.—Kansas, Nebraska, 
lowa and Missouri to Bert J. Clark Co., Kansas City, 


toches- 





sas, Missouri, Texas, New 


Mexico and Oklahoma 


High Enthusiasm Marks 
Oklahoma Spring Show 


High dealer enthusiasm 
and active buying set the 
pace at the fourth annual 
Spring market held recently 
by Oklahoma Hardware Co., 
Oklahoma City, Okla., whole- 
saler. 

According to company 
president, Gene Smith, this 
was the biggest year since 
the market idea was started 
four years ago. This is the 
seventh seasonal market to 
be held in that time. 


ed over the 8&0 
booths holding 189 different 
manufacturers’ products. 

A center of attraction at 
the show was the dealer ser- 
vice area where Oklahoma 
services, like the fixture 
building and store engineer- 
ing aids were explained. 
Focal point of this area was 
details on the new Oklahoma 
Double H dealer program 
(see HA Mar. 9, p. 157). 

Another attraction at the 
two-day event was the more 


dealer 


Kan- 


More than 1200 
representatives from 


than $4,000 in booth and 
door prizes. 





Deming 


California to N. H. Boyer | 


look- | 
different | 





Warren E. Deming, Huntington Hardware Co., Inc., Huntington, | 


was elected president of the New York State Hardware Assn. at its | 


recent convention in Syracuse. Bruce C. McGregor, McGregor Hard- 
ware, Inc., Ellenburg Depot, was elected first vice-president. J. 
Robert Winegar, Winegar Hardware Co., Buffalo, was elected second 
vice-president. N. H. Kiley, Syracuse, was reelected executive secre- 
tary. Holdover directors are: Samuel F. Herrick, Herrick Hardware, 
Southhampton; Steward R. Moore, Moore Hardware, Ticonderoga; 
and Dudley D. Waters, D. D. Waters Hardware, Gerry. New direc- 





tors are: Keith Harris, Harris Hardware, Belmont; Robert Dreher, | 


Dreher Supply Co., Roscoe; and Irving Librett, Charles Librett Hard- 
ware, Scarsdale. Shown here, standing, left to right, are: H. Barclay 
Cornell, Barclay Hardware Co., Inc., Pleasantville, retiring president; 
and Mr. Kiley. Seated, left to right, are: Mr. Winegar; President 
Deming; and Mr. Harris. 


PROVEN 
IN TEST USE 


by leading Hardware, Paint & Variety Stores !* 


3 2. : 
3 S22 


ONLY 
$198 


retail 
fyl| 
quart 


ALUMINUM 
" BRIGHTENER 


A new, fast-moving, big 
margin product for home 
or professional use! 


| bightg 


Storm 100r. 


° Windy We 


pend . 
Me 





Now you can give your 
customers a new and proven 
product, compounded to 

give professional results. yet, 
is simple to use. All you do 

is brush on the Aluminum 
Brightener, let it work 
chemically for a few minutes, 
then rinse it off. A big, 

full quart size cleans an 
average 6 room house. 








CHEMICALLY 
CLEANS 
BRIGHTENS 

AND PROTECTS 
ALUMINUM 
COMBINATIONS, 
STORM DOORS, 
ETC. 





You get sales helps too. 
Including advertising, co-op 
allowances, and merchandising 
materials. Ask your wholesaler 
for full information. If he 

can’t supply you, write, wire 
or call direct. Ask about the 
special introductory offer. 


FREE CATALOG SHOWS COMPLETE LINE OF 
PROVEN PROFIT MAKING BURNISHINE PRODUCTS 


including: 


® Mow Power ® Chrome and Meta! Polish 
® Auto Cleaners and Polishes 


o Hand Cleaner, etc. *names on request 


BURNISHINE KEEPS THINGS SPARKLE-CLEAN 


Manufacturer Representatives: Select territories still available. 
Send resume for details. 


Burnishine Products Company 
8140 Ridgeway Avenue, Skokie, Illinois (Chicago suburb) 


America’s first manufacturer of metal polishes. 
Want more facts? Circle 210, p. 97 
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This #Aasetts 


KEY-BAK 


Key Reel 


=3. COUNTER CARD 


‘MAKES EASY MONEY 


> 


Here’s Why 


. 
. 

j 
= oe 













, 
= = 
/\ 


wear iT cM Your easy 


KEY-BAK Key Reel is HIGHLY ADVER- 
TIZED in such magazines as POPULAR 


MECHANICS, TRUE MAGAZINE, etc. RETAIL 

KEY-BAK advertising is seen by over 

5,000,000 people EACH MONTH. You $995 
make money from KEY-BAK advertis- 

ing when you prominently display the ORDER IT 
famous self-selling KEY-BAK Counter NOW! 


Display Card in your store. We'll tell ga 
them . . . then, you sell them! Get gave 
KEY-BAK now from your jobber Z, 

or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 
always safe and handy at wearer's side. LIFETIME GUARANTEE 


West of Mississippi 
LUMMIS MFG. COMPANY | 


East of Mississippi 
CTL COMPANY 
1710 W. Stewart Ave 


Wovsavu, Wisconsin 


Want more facts? Circle 211, p. 97 


2242 E. Foothill Bivd 
Pesadena, Calif 








24° TURF RIDER 


TRACTOR TYPE MOWER 


HAS HEAVY DUTY DECK 
With forward, neutral and reverse 
gear box. Has dead man clutch. 
3 h.p. engine. Differential optional. 
Send for free catalog on alumi- 
num and steel deck power mowers. 


$99 50 VR UNIVERSAL “BLUE-CHIP” 
, COUNTER SALESMAN 
The OVER 200 ITEMS in this UNIVERSAL “BLUE-CHIP”’ 
austempered blade, clutch and parts display provide re- 
placement parts for 95% of all mowers. Display contains 
30 biades, 12 clutches, 35 blade bushings and 124 bolts, 
keys and washers. Send for Complete Parts Catalog. 
Total retail value—No. UBRC-200 
100 ITEMS—No. UBRC-100 






vo i Mag ee 
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ATTRACTIVE DEALER DISCOUN 
MANUFACTURING CO., INC. 
KE, A 5 222 West 3rd Street, Kansas City, Mo. Vi 2-6858 


Want more facts? Circle 212, p. 97 


Still only 25% 


Hy-Ko does it again—puts swift in sign sales. 
Stunning mew small space counter or peg board 
self-selling display rack. FREE with each 5 doz. 
asst. Choose from 20 different wording rust- 
proof, fadeproof reflecting signs. Two or three 
racks placed at good store locations will 
bring a big profit on small space they 
™ occupy. Rack back lists over 80 sign 
wordings. Order now from your jobber. 














HY-KD PRODUCTS CO 













**'The Mark 
of Better 
Signs, 
Letters, 
Numbers" 


Want more facts? Circle 213, p. 97 
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News of the Trade— 





brief reports of 


MANUFACTURERS SALESMEN 


@ Russell & Erwin Div., American Hardware Corp., New 
| Britain, Conn.—Three appointments have been made. Tho- 
_mas Blackwelder, Jr., formerly with a contract hardware 
distributor, to North and South Carolina; David R. Oaks, 
to Southern Wisconsin, western Illinois and Davenport, 
_lowa; Joseph P. Cahail, to northern California and Reno, 

Nev. 


@ Federal Housewares Div., Fedco Corp., Lincolnwood, 

Ill—Two appointments have been made. Ralph M. Rehm, 

former regional manager for Frank J. Curran Co., Downers 

Grove, Ill., to midwest field sales manager; W. H. Pereira, 

| formerly in charge of New York office, to eastern divisional 
sales manager. 


*, 


@ O. Ames Co., Parkersburg, W. Va.—Two appoiniments 
have been made. Joe Dungan to Oregon, Washington and 
Idaho; Frank M. Bendik to Colorado, Wyoming, Utah, 
Idaho, Montana. 


@ Stanley Tools Div., Stanley Works, New Britain, Conn. 
—Donald M. Hoff, formerly with Washington Steel Prod- 
ucts, Tacoma, Wash., to the northwest territory. 

@ Dutch Masters Paint & Varnish Co., Brooklyn, N. Y.— 
Howard B. Pashman, active 20 years in the paint field, to 
southern New England territory. 

@ Bestt Rollr, Inc., Fond du Lac, Wis.—George L. Benjamin 
to North and South Dakotas, Minnesota and western Wis- 
consin. 

@ Weller Electric Corp., Easton, Pa.—Paul A. Mitchell 
to Pennsylvania, Maryland, Delaware, Virginia. 

@ Markel Electric Products, Inc., Buffalo, N. Y.—Ohio to 
Cable-Hight Co., Cleveland, Ohio. 


we 


| North Coast Dealers Elec 


t Don Farr 
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Don Farr, Farr's Hometown Hardware, Coquille, Ore., was elected 
president of the North Coast Retail Hardware Assn. at its convention 
in Seattle, Jan. 29-31. E. J. O'Kelly, Georgetown Hardware, Seattle, 
Wash., and Larry Adams, Rogue River Hardware, Grants Pass, Ore., c 


were elected second vice-presidents. Officers and directors, top ! 
row, left to right, are: Ronald Gowan, Gowan's Greenwood Hard- 
ware, Seattle, director; Willard Hansen, Skagit Grain & Seed Co., ; 
Inc., Mount Vernon, Wash., director (new); and Martin W. Danko, ‘ 
Tacoma, Wash., reelected managing director and secretary-treasurer. 

Center row, left to right, are: Lloyd Walker, River Road 

Hardware, Eugene, Wash., director (new); Don Custer, Custer Hard- 

ware, Renton, Wash., director; Anthony Manno, vice-president of 

National Retail Hardware Assn.; Frank Hedges, A. L. Thomas & Co., 
Independence, Ore., past-president; and Robert Brosey, Brosey Hard- 

| ware, Winlock, Wash., director. Bottom row, left to right, are: Grace 

M. Lambert, Harbor Hardware, Aberdeen, Wash., past-president; 

Larry Adams; E. J. O'Kelly; Mr. Farr; Roy Winkenwerder, Roy's 

Hardware, Yakima, Wash., retiring president; and Mrs. Martin 

Danko. Directors elected, but not shown here, are: Gerald Kasser- 

man, Eastgate Hardware, Portland, Ore.; Robert Lakin, Prineville 

Hardware, Prineville, Ore. (new); and Gordon Sprague, Spracue 

Hardware, Tacoma, Wash. (new). The past presidents listed also 

serve as Ex-Officio members of the board. 














—-News of the Trade 
Atkins Saw Expands naineniii 
Services, Builds Plant 


Atkins Saw Div., Borg- 
Warner Corp., Greenville, 
Miss., is expanding its ser- 
vices in research, engineer- : , ee . Fimens 
ing, manufacturing, ware- | ake od | BS Ende CONTACT 
housing and repair work. Te. a £f 
The new program has been 
kicked off with the opening 
of a new main plant at 
Greenville. 
Atkins distributors and 


re j ae Weng aes 

dealers will benefit from an Pe A. lS ae horens 
efficient network of Saw ser- PRANK G. FISHER 
vice facilities, according to : 
Atkins president and general A new warehouse has also | 
manager, Frank G. Fisher. been opened in Greensboro, 

The new Greenville build- N. C., and the Portland, Ore., 
ing covers 7% acres of the warehouse has been expand- 
64-acre site and houses all ed. All warehouses and the 


manufacturing, service and main plant are connected by 
sales activities. TWX communications. 








Ohio Hardware Assn. Elects Zimmerman 


; 


i ! : fs 


‘* . 


+ 





G. Clair Zimmerman, Swint-Reineck Co., Fremont, was elected 
president of the Ohio Hardware Assn. at its Feb. 5-8 convention 
in Cleveland. John C. Turner Jr., J. C. Turner Hardware Co., 
Marion, was elected vice-president. John B. Conklin, Columbus, 
was re-elected secretary-treasurer. Officers and trustees, seated, 
left to right, are: Mr. Conklin; President Zimmerman; Vice-Presi- 
dent Turner; and new trustees Chester Kendall, K & H Hardware, 
West Union, and Deane Hartley, W. H. Hartley Sons Co., Quaker 
City. Holdover trustees, standing, left to right, are: Ross Under- 
wood, Underwood's, Somerset; Roy H. Watson, Watson-Lash Hard- 
ware, Inc., Napoleon; C. J. Siebenaler, Edgerton Hardware Co.., 
Edgerton; W. W. Herringshaw, Herringshaw Co., Cleveland; H. | 
Taylor Zettler, Zettler Hardware Stores, Columbus; C. W. Harring- 
ton, Middlefield Hardware Co., Middlefield: and Ray Von Bargen, 
{not pictured) Carlson Hardware & Appliance, Inc., Cincinnati. 


ste Ral Se PLUS 2 NEW 
yaa = ie SALES BUILDERS 


ie! 


} 








aii 6 SOO OINIOD 





zy | ' | : Stock the line—the selling’s fine! See your supplier or 
y > +" write Elmer, The Borden Co., Dept. HA-31, 350 Madison 
| _ Avenue, New York 17, New York. (Available in Canada.) 


Glenn Allsup, Allsup Hardware Co., Colfax, was elected president 
of the lowa Retail Hardware Assn. at its recent convention in Des 
Moines. A. S. Petersen, Petersen Hardware, Tipton, was elected 
vice-president. Shown here, left to right, are: Philip R. Jacobson, 
Des Moines, secretary; Dale Connelly, Connelly Hardware, Washing- 
ton, new director; R. L. Currie, Mason City, retiring president; Mr. 
Petersen; and President Allsup. 





more facts? Circle 214, p. 97 
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50 years and 200 horsepower later... 
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E. Rabinowe Holds Annual Open Ho 
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Dealers from four states looked over exhibits of 125 manufacturers 
at the recent annual E. Rabinowe & Co. Open House. The show, 
sponsored by the Yonkers, N. Y., wholesaler, was held in the State 
Armory not far from the firm's 80,000 sq ft warehouse. More than 
1000 dealers and guests were on hand. Highlights of the day were 
a buffet luncheon and selection of Miss ERCO, whose photograph 


will be used in Rabinowe promotions. 





McCarthy to Handle 
Sales for Briddell 


Joseph S. McCarthy has 
been appointed sales man- 
ager of the consumer prod- 





JOSEPH S. McCARTHY 


ucts line, Carvel Hall Cut- 
lery, of Chas. D. Briddell, 
Inc., Crisfield, Md. 

Mr. McCarthy was sales 
manager of the consumer 
products division of Far- 
rington Mfg. Co. Before that 
he held managerial posts 
with Schick, Inc., and Casco 
Products Corp. 


Liberty's Spring Plans 
And Contest Announced 


The 1961 Spring Program 
and the Mrs. Liberty Contest 
for consumers were an- 
nounced and explained dur- 
ing the recent meeting of 
independent dealers partici- 
pating in Liberty Retail 
Stores, Inc., group. 

The dealer group of more 
than 200 store representa- 
tives visited the showrooms 
of Supplee-Biddle-Steltz Co.., 
Philadelphia, sponsoring 
wholesaler, before settling 


down to the business ses- 
sions. 

The Mrs. Liberty Contest 
for customers of Liberty Re- 
tail Stores offers a two-week 
trip to Miami Beach, Fla., for 
two persons. The best state- 
ment submitted on “What 
makes a good homemaker” 
in 25 words or less, will be 
the winner. 

Speakers at the afternoon 
sessions were headed by 
wholesaler president, Wm. 
Geo. Steltz, Jr. Guest speaker 
of the day was J. Wayne 
Tisdale, managing director of 
the Pennsylvania Atlantic 
Seaboard Hardware Assn. 
(see photograph p. 163). 


Fones Bros. Elects 
Baker Board Chairman 
(Continued from page 155) 





GEORGE W. LUKER 


War II he was a command 
pilot with the Air Transport 
Command and as a wing 
commander made 158 flights 
over the Hump from India 
to China. He has received 
the Distinguished Flying 
Cross with one cluster, 
Bronze Star Medal, and Air 


160 «© HARDWARE AGE, March 23, 1961 





Fifty years ago, Fred M. Golding drove the first truck 
purchased by Peden Iron & Steel Co. Today, Mr. Golding 
is a vice-president of the firm, and thinks there has been 
considerable improvement in the design of the “horseless 
carriage’. 


Some 50 years ago, a Texas wholesaler began to 
experiment with the “new-fangled horseless car- 
riages” for making deliveries. 

The company bought a two-cylinder Lincoln, with 
hard tires, handle-bar steering and a capacity of 
1000 lb. The new machine was put to work hauling 
merchandise to the construction site of Rice Uni- 
versity. 

The driver of that first truck is now a vice-presi- 
dent of the company. He is Fred M. Golding, vice- 
president and director of Peden Iron & Steel Co., 
Houston wholesaler. 

Peden is celebrating its 70th year in business. 
Looking back, Mr. Golding recalls that this first 
trip by truck to the Rice University grounds took 
six hours, with many adventures along the way. 

A. E. Peden, then president of the firm, did not 
believe that the trip could be made so quickly. He 
decided to ride the truck on its trip the next day. 
This second trip was completed in four hours. 

This sold Mr. Peden, and the horseless carriage 
soon began to replace mule-drawn wagons at Peden 
Iron & Steel. 

Today, Mr. Golding has the satisfaction of watch- 
ing a fleet of large, heavy trucks delivering Peden 
merchandise, a far cry from the first wheezy truck 
he manipulated. 


Medal with two Oak Leaf 
clusters. 

Mr. Tucker is the son of 
the late Henry H. Tucker, 
former president of Fones 
Bros. Mr. Tucker graduated 
from college, then went into 
the Navy and joined Fones 
Bros. in 1946. He is presi- 
dent of the Little Rock Boy’s 
Club and a director of the 


Little Rock Chamber of Com- 
merce. 

Mr. Luker joined the firm 
in 1933. He went into the 
merchandising department in 
1936 and was a major in 
World War II. He returned 
to the company and was 
elected a director in 1950, 
and vice-president and mer- 
chandising manager in 1951. 





WRIGHT & MCGILL 


Impact ACTION... 


sells more rods! 


® 
-.. made by the makers of Eagle Claw Hooks 
Your customers who buy new Wright & McGill “Impact Action“ 


rods have a new pride-of-ownership because neither they — nor you — have 
ever held or fished with a rod like this before. 


“Impact Action” brings more exact, more responsive action LE | é IMPACT ACTION 
and more “fishing fun‘’ “Impact Action” is available in the following series 


RE ‘a of Wright & McGill rods including 
rods are built with faster taper, a larger-diameter, ee / fly, spinning and spincasting. 
but thinner-wall butt section combined LF | 


<< Dewue-. ... . tee 
with a light-weight fish-sensitive tip. “2 Ee Sweetheart 19.95 
The ferrule is set closer to the . Granger. . . . 24.95 
handle to avoid interference 


with tip action. Ambassador 


Please send my FREE Dealer Copy of Your New 
64-page 1961 Catalog. 


Name 





Address 











City 
, ~~ re > 


co - BOX 518 HA, AURORA STATION 
* DENVER 8 COLORADO 


Want more facts? Circle 215, p. 97 


HOW TO CONVERT 
PALLETS TO PORTABLE 
RACKS IN SECONDS 








mensional |it 

time alumi- 
num. Adjust- 
able Bracket. 


5 Designs 
$9.95 in gleaming 


a i —— - 
; M Rust and |  —- 
CAST Aioot MAIL BOXES TIER-RACK Frames... 


— emington low Mn No Nuts, Bolts or Fixtures! 


priced mail a Simply snap two interchangeable tubular frames to 

= are anne So your regular warehouse pallet; two curved pins lock 

——# modern, ode = the frame rigidly at the top. The result —a lightweight 
“; oie a horizon- 7 aR portable rack that supports thousands of pounds. 


tal. in 5 colors. ame 








= ig . 





} Portable TIER-RACK requires fewer aisles, puts “air- 
ee ae space”’ to use, contains your load and lets you alter 

E CO., ING. § , your layout as fast as storage conditions change. 
REMINGTON HARDWAR * | 


100 GREENWICH STREET « NEW Y 





ORK 6,N.Y. FR See how to gain more storage space in your warehouse 
a . .. plus portability. 


SEND FOR FREE BROCHURE HA-361 
TIER-RACK CORPORATION 


Migr 122 North 7th Street * St. Louis 1, Missouri 


Pat. No. 2,828,932: Pat. No. 2,828,933 & Pats. Pending 
Want more facts? Circle 216, p. 97 Want more facts? Circle 217, p. 97 
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At Southern Convention in Miami Next Month 





W. A. PARKER, JR. 


Six executives of whole- 
sale companies will take part 
in a discussion of “The 
Anatomy of Sales” at the 
Southern Convention in Mi- 
ami Beach April 16-19. 

This feature of the pro- 
gram is being arranged by 
the Young Rebels group of 
the Southern Wholesale 
Hardware Assn. 

The convention will be the 
annual meeting of SWHA, 
and the semi-annual meeting 
of the American Hardware 
Manufacturers Assn. 

John D. Wallace, Wallace 
Hardware Co., Morristown, 
Tenn., will speak on “What 
the Salesman Expects From 
His Company.” 

J. L. Meagher, Stratton & 
Terstegge Co., Louisville, on 
“Selecting Lines for Promo- 
tion.” 


Bill Teague, IV, Teague 
Hardware Co., Montgomery, 
Ala., on “Use of Manufac- 
turers’ Sales Incentives.” 

Gene Smith, Jr., Oklahoma 
Hardware Co., Oklahoma 
City, on “Promotional Help 
for Dealers.” 

Walton Hicks, Jr., I. W. 
Phillips & Co., Tampa, on 
“The Salesman and the 
Credit Department.” 

E. S. Byrd, Allison-Erwin 
Co., Charlotte, N. C., on 
“How to Create Sales.” 

Head of the Young Rebels 
is W. A. Parker, Jr., Beck & 
Gregg Hardware Co., At- 
lanta. He is the colonel. Next 
in command is the lieutenant 
colonel, John Sheffield, Jr., 
Sheffield Hardware Co., 
Americus, Ga. 

The Southern Convention 
opens April 16 with the 
President’s reception (HA 
Feb. 23, p. 106). 

The president’s address 
and Young Rebels’ presenta- 
tion will be on the morning 
of April 17. The golf tourna- 
ment will be held on the 
afternoon of April 17. 

The associations will hold 
a joint session April 18 with 
two speakers on the pro- 
gram. The Gala Evening will 
be on the night of April 18. 


The wholesalers’ session 
on April 19 will be on labor 
relations. 





A. C. Maecker, Others 
Retire at Worthington 


Four veterans have retired 
at Geo. Worthington Co., 
Cleveland wholesaler. 

A. C. Maecker, vice-presi- 
dent and the dean of the re- 
tiring group, joined the firm 
in 1913 as an office boy. He 
moved to the stock room, 
then to city sales, to buyer 
in hardware and then mana- 
ger of the hardware depart- 
ment. He became a member 
of the board in 1942 and was 
elected a vice-president in 
1947. 

Frank J. Gesing, retiring 
builders’ hardware salesman 
and consultant, had served 
in that post since he joined 
the company in 1917. 

W. M. McCleave, who has 
been a salesman out of Find- 
lay, Ohio, for the past 30 
years, joined Worthington 
in 1922. 

Mrs. Josephine Braidic, re- 
tiring as office manager, 


peas 





A. C. MAECKER 


joined the firm in 1924 as a 
file clerk. She was secretary 
to two sales managers and 
has been office manager for 
12 years. 


American Steel Names 
Sted to Sales Post 


American Steel & Wire 
Div., United States Steel 
Corp., Cleveland, has ap- 
pointed Norman M. Sted as- 
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a Sat mieten News of the Trade 
Six Young Rebels to Discuss Sales Problems 








OBITUARIES 








WILLIAM J. GRAHAM 


William J. Graham 


William J. Graham, 75, 
specialty salesman with Sup- 
plee-Biddle-Steltz Co., Phil- 
adelphia wholesaler, died 
suddenly Feb. 27. He was 
known as Mr. Pyrex to Phil- 
adelphia housewares people. 
Mr. Graham began his ca- 
reer of 58 years in house- 
wares with E. J. McAleer 
Co., wholesale-manufacturer 
that liquidated in 1950. He 
joined Supplee-Biddle-Steltz 
in 1951. Mr. Graham was a 
former president of the Phil- 
adelphia Housewares Club. 


Alfred J. Donais 


Alfred J. Donais, 61, gen- 
eral superintendent at 
J. Russell & Co., Inc., Hol- 
yoke, Mass., wholesaler, died 
of a heart attack recently at 
his home. Mr. Donais had 
been in the wholesale firm 
for 43 years. 


Walter W. Bronson 


Walter W. Bronson, II, 45, 
president of Bronson & 
Townsend Co., New Haven, 
Conn., wholesaler, died 
March 9 at Boston General 
Hospital. 


Felix Borne, Jr. 


Felix Borne, Jr., 89, re- 
tired hardware dealer of Al- 
giers, La., died Feb. 20 at 
his home. Mr. Borne founded 
his hardware store in 1905 
and retired in 1944. 





sistant general sales mana- 
ger in the general sales 
department. 

Mr. Sted, who has been 
central area sales manager 
since 1957, began his sales 
career with the wire divi- 
sion’s order department in 
1926. 


George F. Brumder 


George F. Brumder, 82, 
board chairman of North 
American Press, Milwaukee 
catalog publishing firm, died 
at his home Feb. 15 after a 
long illness. Mr. Brumder, 
whose firm publishes cata- 
logs for wholesalers, attend- 
ed the National and South- 
ern Hardware Conventions 
regularly. 


Charles J. Linesch 


Charles J. Linesch, 49, op- 
erator of Avon Hardware & 
Service Store, Avondale, 
Ohio, died Feb. 21 in Good 
Samaritan Hospital. Mr. 
Linesch, who had operated 
the store for 29 years, was 
a former vice-president of 
the Hardware Club of Cin- 
cinnati. 


Harry M. Smith 


Harry M. Smith, 67, sales- 
man for Huey & Philp Co., 
Dallas wholesaler, died re- 
cently following a heart at- 
tack in Sulphur Springs, 
Texas. Mr. Smith was a 
salesman out of Wichita 
Falls, Texas, for many years 
before he moved to Sulphur 
Springs five years ago. 


Cyrus W. Taylor 


Cyrus W. Taylor, 77, for- 
mer owner of Taylor Hard- 
ware Store, Omaha, Neb., 
died recently in a local hospi- 
tal. 


Harold D. Clark 


Harold D. Clark, 63, Chi- 
cago manufacturers’ repre- 
sentative, died Feb. 28 at his 
Flossmoor, Ill., home follow- 
ing a short illness. 


Leonard F. Eismann 


Leonard F. Eismann, 47, 
hardware dealer of Chicago, 
died recently at his home in 
Bremen Township. 


George Deffner 


George Deffner, 81, hard- 
ware dealer of Kansas City, 
Kans., died following an au- 
tomobile accident. 


Louis Eisner 


Louis Eisner, 71, owner of 
Sheridan Bazaar Hardware 
store, Chicago, died at his 
home recently. 


A“, 





A report in pictures 


of events in the trade 


=~ "i 
Representatives of Desmond Brothers Paint Co., Torrance, Calif., are shown between ses- 
sions of the 5th annual sales meeting recently at the Sahara Hotel, Las Vegas. Introduc- 
tion of a merchandising kit for Deft Wood finish and announcement of a consumer con- 
test were high points of the day. 


Wm. Geo. Steltz, Jr., president of 
Supplee-Biddle-Steltz Co., Phila- 
delphia wholesaler, addresses the 
afternoon session of the third 
Liberty Retail Stores, Inc. Spring 
meeting. The 196! Spring Pro- 
gram was presented to the inde- 
pendent dealer group which is 
sponsored by the wholesaler. 
Highlight of the one-day affair 
was the introduction of the Mrs. 
Liberty Contest for consumers 
(see article on page 160). 


Good buying habits and how-to- 
promote were subjects covered 
at the recent 39th annual con- 
vention and trade show spon- 
sored by Northern Wholesale 
Hardware Co., Portland, Ore., 
dealer-owned wholesaler. Some of 
the 1000 dealers and guests are 
shown at the banquet. New direc- 
tors elected were: John Warren, 
John Warren Home Town Hard- 
ware, Eugene, Ore. and Willard 
Parker, Parkers Home Town Hard- 


ware, Richland, Wash. 


A broader distributor organization and a new aggressive sales prom sation policy were among the plans announced during the recent sales 
sessions held by Screw & Bolt Corp. of America in Pittsburgh. More than 75 representatives gathered for the meetings and for this pic- 
ture taken in front of the firm's new multimillion dollar building. Tae company sales staff has been expanded in some areas to imple- 
ment the new policies. 
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Classified Opportunities Section 








Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words........... $5.00 
Each additional word........... 10 


Positions Wanted 


(Special Rate) set solid, maximum 
Se PE tian, a caskinentdintkscdbakeus basuns : 
Each additional word........... 6 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%/, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


-Mo. agency commission allowed. 


NOTE: Samples of merchandise, literoture, 
catalogs, etc., will not be forwarded to bux 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


HARDWARE AGE is published every other ‘ 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 3 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stomps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 
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MANUFACTURERS 
REPRESENTATIVES WANTED 


Manufacturer of high quality and com- 
petitive line of cabinet hardware, drawer 
slides, and accessories desires represen- 
tative for the following areas, Arkansas, 
Alabama, Georgia, Louisiana, Mississippi, 
Texas, Tennessee, North Dakota, South 
Dakota and Kansas. Only men who call 
on retail lumber yards, contract hard- 
wares, kitchen cabinet manufacturers and 
store equipment manufacturers, need 
apply. Send all details in first letter. 


Write Box 316, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVES WANTED 


Proven line available for most territories 
for direct-to-dealer representatives calling 
on hardware, lawn and garden and simi- 
lar retailers and key accounts. Repeat 
business annually runs 6 times initial sale. 
Biggest commissions in industry. Supply 


territory and other details. 


Write Box 276 
Highland Park, Illinois 








DISTRIBUTORS WANTED 


Open Territories for Cordless Electric 
Shaver, German. High quality. $12.95 
retail. Attractive deal. Sole distribution 
for U. S. Sample $7.00 prepaid. 


TRANSWORLD TRADING COMPANY 
565 Sth Ave., New York 17, New York 
OX 7-8770 


REPRESENTATIVES WANTED 
EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 








OPPORTUNITY! 
MANUFACTURER'S REPRESENTATIVE 


Aggressive producers. East, Midwest, South, 
New England. Calling on hardware jobbers, 
distributors, wholesalers, dealers. Beautiful cut- 
door Plastic Home Decorator Plaques and flex- 
ible self-adhering Plastic Letters and Numbers. 
Write full details first time. P. M. E. Company, 
106 Naylon Avenue, Livingston, New Jersey. 








OPPORTUNITY TO HANDLE 
ESTABLISHED HARDWARE LINE 


Experienced sales representatives wanted 
in few areas for HUM-I-DRI moisture ab- 
sorbent. Also, ICE Rem, world’s largest- 
selling packaged ice and snow melting 
chemical, and other famous REM products. 
Widely sold over 20 years through hard- 
ware wholesalers. Nationally advertised. 
Write or phone J. T. O'Brien, Sales Man- 
ager, Speco, Inc., 7308 Associate Avenue, 
Cleveland 9, Ohio. Phone Atlantic 1-9520. 








REPRESENTATIVES WANTED 


Calling on Hardware, Lumber Dealers, De- 
partment stores, Chains, to sell new thrifty 
easy means of carting garbage cans to pick- 
up spot with no lifting. Also Sani-Loc covers 
for cans. State territory desired and lines 
carried. Liberal Commission. 


Write Box 325, ¢/o HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39. Pa. 











REPRESENTATIVES WANTED 


Established manufacturer of quality line 
of metal insert fittings for plastic pipe 
has available territories East of the Mis- 
sissipi River also entire states of Wiscon--: 
sin, Minnesota, Iowa, North Dakota, South 
Dakota, Louisiana and Mississippi. Inter- 
ested representatives calling on Wholesale 
Hardware and Wholesale Plumbing Supply 
Jobbers send complete résumé to 
Box 326, ¢,o HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


-_ 














SALES REPRESENTATIVES WANTED sell 
full line of imported shotgun shells for AA-1 
firm. Must have following with all types of re- 
tailers who handle ammunition. Prefer  repre- 
sentatives with previous ammunition selling ex- 
perience. Choice territories available now. All 
replies held in strict confidence. Box 320, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia. 39, Pa. 





WANTED EXPERIENCED SALESMEN 
well acquainted with volume buyers of hardware. 
auto accessory, chain stores, department stores, 
in many sections of the country except Michigan 
and California. We make the most complete line 
of floor and window cleaning Squeegees for the 
home, car, gas stations, stores, factory. Year 
round selling with good repeats. Protected terri- 
tory to right men. Commission basis. Dorden & 
Company, 18750 Fitzpatrick Avenue. Detroit 28. 
Michigan. 





REPRESENTATIVES calling on hardware 
and department stores to handle highly success- 
ful garden item. 15% commission. Staple item 
good for many years of repeat business. Box 
P.23, c/o Hanpware Ace, 56th & Chestnut Sts.. 
Philadelphia 39, Pa. 


164 © HARDWARE ACE, March 23, 1961 





MANUFACTURER’S REPRESENTATIVES 
calling on hardware distributors. Baked Enamel 
Aluminum Carrying Equipment offers good poten- 
tial and excellent commissions for you. High 
quality product— 10 colors—complete merchandis- 
ing program including counter and wall displays. 
Special introductory offer helps you open up dis- 
tributors. Many territories open. Crown Alu- 
minum Industries Corp., 5820 Centre Ave., Pitts- 
burgh 6, Pennsylvania. 





SALES REPRESENTATIVE WANTED for 
established Paint Brush Manufacturer; liberal com- 
missions, protected territories, good opportunity for 
salesmen having contact with hardware, paint, 
lumber, chain and drug outlets. Several open ter- 
ritories. Write Box 319, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVES 
WANTED, sell complete line of cabinet hardware 
to the woodworking, metal, glass, lumber and mill 
companies. All territories except Metropolitan 
New York and New Jersey. Repeat commission. 
Exclusive territory use as a side line. Harco 
Sales, Box 24, Bronx 72, New York. 





SELL BATHROOM CABINETS 


Leading Midwest Manufacturer of medicine and utility 
cabinets will appoint aggressive, established sales 
representatives for restricted territories. (Quality 


line. latest styling. promotionally priced for volume 
sales Sells to Hardware, Housewares, Plumbing 
Jobbers. Builders Supply, Catalog Houses, Chains, 
etc State experience, exact territory covered and 
other lines carried. 


Write Box 312, e/o HARDWARE AGE. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








NATIONAL MANUFACTURER 


Of good quality, competitively priced paint 
brushes, has several protected territories avail- 
able. Top commission, all shipments prepaid. 
Splendid opportunity for the right men. State 
full particulars in first letter. 


Write Box 305, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














HARDWARE REPRESENTATIVE 
WANTED to solicit New Jersey, North of 
Trenton, Eastern Pennsylvania. For a leading 
Builders Hardware Manufacturer offering a com- 


plete selection of hinges, hydraulic door closers, ‘ 
cylindrical lockets, shelf and cabinet hardware, , 
packaged fasteners and other popular fast selling 
Builders Hardware items. If interested contact 
Box 212, c/o Harpware Ace, Chestnut & 56th ‘ 
Sts., Philadelphia 39, Pa., giving yvur qualifica- ‘ 


tions and full particulars. 





NEW ENGLAND STATES—Long established 
Steel and Steel Products Sales Organization is 
interested in adding addditional exclusive lines on 
a commission basis. Presently selling Hardware, 
Lumber, Plumbing Supply and Building Material 
Dealers throughout the entire area. Do not reply 
unless you are well rated and fully established. 
Norman Ash & Company, Inc., 80 Federal Street, 
Boston, Massachusetts. 





MANUFACTURERS REPRESENTATIVE 
wanted for the States of Texas and Oklahoma to 
sell line of builders hardware, key blanks, door 
knobs. Through Wholesale Hardware ‘Trade. 
Nrite Box 327, c/o Harpware Acer, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES’ 





WANTED EXPERIENCED 


Manufacturers representatives now calling 
on wholesale hardware distributors in New 
York, Pennsylvania, Ohio, West Virginia 
and New England areas, to represent local 
manufacturer of newly designed, competi- 
tively priced, fast moving line of Tubular 
Steel bet ts. 
rite Box 225, ¢/o HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 








CANADA 


Manufacturers representative with office in 
Montreal calling on wholesale hardware trade 
in Eastern Canada, requires additional line 
on exclusive basis. Long established and well 
known to the trade. Write 


c/o HARDWARE AGE 
Philadelphia 39, Pa. 


Box P-3i, 
Chestnut & 56th Sts., 











FOR SALE 


SURPLUS MERCHANDISE 


1800 dozen Brass Plated Sash Locks made in 
Japan, packed 100 dozen to a wooden case— 
40¢ per dozen—minimum order | case. 


NOBLIT BROS. & COMPANY 
51 N. Second Street, Philadelphia 6, Pa. 














OP EN. ‘ theeushous 
Representatives. Manufac 
turer and Distributor of Plumbing Brass Goods, 
Sanitary China and Steel Plumbing Fixtures, 
Copper Tubing, Pipe Fittings, desires experienced 
commission representatives to se!l rated Plumb 
ing and Heating Contractors, medium and large 
Hardware Stores, Building and lumber establish 
ments. State experience and territory covered. 
Write Box 330, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 


ACCOUNTS WANTED 


FACTORY REPRESENTATIVE 


Former Sales Manager for power tool manufacturer 
forming sales agency for Illinois and Wisconsin. Want 
line that needs improvement. Prefer consumer pro 
motional type merchandise. 15 years sales rep. and 
management experience Want reliable factory with 
good growth possibilities. All replies will be held 
in confidence 


TERRITORIES 


States for Plumbing 


lL nited 








HARDWARE AGE 
Philadephia 39, Pa 


Write Box 317. c/o 
Chestnut & 56th Sts., 








CANADA, Hardwares and industrial. Ontario 
and Quebec. 1960 was our best year ever. Honest 
effort and a network of top notch distributors did 
it. Can handle one more major line. Must have 
established volume plus real potential. Write 
Edward H. Pope, 73 Shandon Drive, Scarboro, 
Ontario. 





M ANUFAC TURERS. AG GENT 
covering Western Mt. States of 
oming, New Mexico, Arizona, Utah, 
tana, Nevada and Western ‘Texas 
additional line exclusive only. Commission. 
Box 314, c/o Harpware Ace, Chestnut & 

Philadelphia 39, Pa. 


REPRESENTATIVE WITH 20 YE ARS OF 
SELLING AND ACQUAINTANCE with the 
hardware, houseware, sporting goods, chain stores 
all types, and the better retailers desires another 
worthwhile line on a commission basis. Territory 
covered, Pennsylvania, Southern New Jersey, 
Delaware, Mary!'and, District of Columbia, Vir- 
ginia. Write Box 315, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


long established 
Colorado, Wy- 
Idaho, Mon- 
seeking an 
W rite 
56th 








MANUFACTURERS 


Wide contacts—persistent coverage to 
Retail hardware, lumber and discount 
dealers in Northern New Jersey, Lower 
New York State. Give us your line— 
we will give you sales. 


Write Box 321, c/o HARDWARE AGE, 
Chestnut & S6th Sts., Philadelphia 39, Pa. 


REPRESENTATION 


Guaranteed saturation coverage—open 
for 3 established lines to Wholesale, 
Large Retail and Discount Houses. Cov- 
ering Metropolitan New York, Northern 
New Jersey to Schenectady, Westchester 
to Troy. 

Write Box 322, c/o HARDWARE AGE, 














Chestnut & 56th Sts., Philadelphia 39, Pa. 
WANT 


because we 





SALES -RESU LTS? We 
concentrate in Michigan, 

ana. Will handle two additional 

highest grade considered. Write Box 
Harpware Ace, Chestnut & 56th Sts., 
phia 39, Pa. 





them 
Ohio, Indi- 
lines—only 
A-10, c/o 

Philadel- 


get 


YOUR LINE GIVEN CONCENTRATED 
COVERAGE in the Northern New Jersey and/or 
New York City area. Successful representative, 
with 14 years experience now has one good line 
and will handle just one more, for hardware, 
lumber, garden, or plumbing trade. Write Box 
324, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


HELP WANTED 


BUYER of Hardware and Industrial Supplies 
by 50-year established Cennecticut supply house. 
Experience in setting up buying and inventory 
control records, price bonks—working closely with 
sales personnel. Good opportunity for right man. 
Write Box 328, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


Over 125,000 Black Plastic HOUSE NUM- 
BERS will be sold all or part, $25 a 
thousand. 














Ask for samples 


M. SHNEID 
66 Alliance Avenue Rochester 20, New York 














HARDWARE & 
leading hardware in 
mediate trade centet 
stocking, hardware, 


SUPPLY long established 
stable dependable dist. Im- 
25,000 people. Handling & 
plumbing, steel, pipe, wire 
rope, tanks, fence material, rails, ranch & mine 
supplies, new & used. Facilities for adding build- 
ing materials or expanding scrap & salvage. Six 
figure price. Owner wishes to retire Make ap- 
pointment thru ph. 410 or P. O. Fox 788, Saf- 
ford, Arizona. Don Pace. 








OR NOT. For less than 5¢ 
as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. Write 
today for free bulletin #858. HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain), 81 Kemble St., Roxbury 19, Mass. 


HARDW ARE. 
retail. 3 buildings; 
buildings, stock and 
reputation. Fixtures, 


BELIEVE IT 


each you can buy 








supsiics ales, 
years. Good 


nil and factory 
established 64 
business. Good name-fine 
equipment, stock, goodwill 
and all assets go with sale. In Chicago Southwest. 
$30,000.00 plus inventory. This is a bargain—act 
now. Write Box 313, c/o Harpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 


established 


HARDW ARE STORE, 
over 30 years. Located central California, main 
shopping area. Clean stock of hardware, house- 
wares, gifts, paints (available either with or with 
out appliance dept.). Low cost long term lease. 
Sales volume for 1960, $300,000 plus. Sacrifice 
sale at well below cost due to age and ill health. 
For details address Box 302, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


POSITIONS WANTED 


SUCCESSFUL, AGGRESSIVE, WHOLE 
SALE HARDWARE SALESMAN, 40 years 
old, 22 years experience. Desires to relocate in 
California, Sacramento to San Diego. A-1 mer 
chandiser and promotion man. Consider whole 
sale, factory representative or retail. Accustomed 
to 8 to 10 thousand a year earnings. Would con 
sider less to start if potential is there. Write 
Box 220, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


RE TAIL 








HARDWARE STORE MANAGER: 25 years 
experience all phases, Management, selling, buy 
ing, displays, bidding on school and local govern 
ment supplies. Ability to act in administrative 
capacity. Prefer vicinity of Long Island, West- 
chester or Connecticut, but willing to relocate. 
Write Box 318, c/o Harpware Ace, Chestnut & 
56th Sts.. Philadelphia 39, Pa. 








ADVERTISING MANAGER. Twenty years 
experience getting the order with successful direct 
mail and publication promotions. Veteran spe 
cialist in effective hard-hitting hard-sell for hard 
goods. Highly creative, expert in planning, lay- 
out, copy, follow- ‘up, statistics, customer and pros- 
pect correspondence. Write Box 323, c/o Harp 
WARE Ace, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 


28 YEARS’ EXPERIENCE in 
wholesale hardware, retail hardware and indus 
trial supply business. Have had executive ex 
perience. Will relocate. Write-Box 329, 
HargpwareE Ace, Chestnut & 56th Sts., Phila. 
delphia 39, Pa. 


MAN WITH 





VAs. 
~~ / 


MARSHALLTOWN TROWEL COMPANY -« 
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MARSHALLTOWN, 


IOWA 





eS 
Write for crea 


Whi-iaehitia- 


ALWAYS SELL GENUINE 


Want more facts? Circle 219, p. 97 


\ Cm 


| OLLY 1%, 


SCREW ANCHORS and JACK NUTS. 


re 
—— 
ees 


MOLLY CORP. 
~ Reading, Pa. 


a 
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SAFE- 


(Non Acid) 


SURE - 


LA-CO 


(Regular) 


General purpose Soldering Flux 


For soft-soldering copper, steel, galvanized, 
lead, tin and other common metals 


There’s nothing slow about the way LA-CO FLUX goes right to work 

. or the way it moves off a counter either. Its powerful self-clean- 
ing action eliminates filing, sanding or wire-brushing—works right 
through metal oxides and oil films. Yet it is completely acid-free— 
no danger of burning, no irritating fumes, no staining of metal. Makes 
the finished joint as strong as the solder itself. Long-time favorite of 
industrial users, now in quick-selling, low-cost 2 oz. tins for small shops 
and do-it-yourselfers. 


Packed in handsome display cartons of twelve. 


Write for full information. 
Wy LAKE CHEMICAL CO. 


3058 W. Carroll Ave., Chicago 12, Ill. 





BETTER HOUSEHOLD 
HAROWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 221, p. 97 








Kenberry GADGETS 
ARE PROFITABLE 


Sell Fast, Use 
Little Spoce 


Display as a family of © 
gadgets in one place on 
rds or counter 
ins for fastest self- 
service sales. Serving 
Tongs in many sizes, 
styles. Cheese Slicers. 
Jar Wrenches. Deluxe 
Roast Rack. Skewers 
in Pg sizes. Lacing 
Piate Hangers. 
Rotate Bake Rack. 
Broom Clips Food 
Mixers. Seok Many 
gadgets. 


More than 50 





; " 
4 
STAINLESS 
aL aD 


GOURMET ROTARY KNIFE 


JOHN meee — ime. 


ONE MONTGOMERY 
BELLEVILLE AY - J. 








Ree 
Want more facts? Circle 222, p. 97 
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| A.C. Spark Plug Div., 


| Ajax Wire Specialty Co.... 


| Aluminum Co. of America 


Index to Advertisers 


| THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. Every care is 
taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Gen- 
eral Motors Corp. 


Market Makers 


American Chain Div. Amer- 


ican Chain & Cable Co. 


American Power Tool Co. 
Div. of American-Lincoln 
Corp. 


American Thermos Products 


eee Se 5: ae 
Ames Co.., 124 
Animal Trap Co. of America 
Androck Products 
Arbogast Co., 


36 
Fred _. 


Inc., 


Bassick Co., The 
Berger & Sons, Inc., C. L. 
Beth'ehem Steel Co. 


| Everedy Co.. 


126-127 
145, 


106 | 


112 | 


The 


e 


Faultless Caster Corp. 

Foley Mfg. Co. 

Forest City Products, Inc. 

Franklin Metal & Rubber 
129 


Co. 
Fuller Tool Co. 
Fulton Co. 


Galef & Son, Inc., J. L. 


General Electric Co. Auto- 
matic Blanket & Fan Dept. 134 


Gering Plastics, Div. of 
Studebaker-Packard Corp. 12 


Glamorene, 


34 


Inc. 


114, 115, 


Graham & Co., John H. 
Seymour Smith & Sons, Inc. 


116, 117 


13 





| Borden Chemical Co. A 





| Corning Glass Works Con- | 


| Coughlan Co., 


| Desmond-Stephan Mfg. 
| De Witt Products Co.. 
| Disston Div., 


| DuPont de Nemours & Co.. 


Great Neck Saw Mfrs., 
Grote Mfg. Co. 
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138 


Black & Decker Mfg. Co... Inc. 


Div. of The Borden Co. 
Brearley Co. 
, John Clark ... 


Burnishine Products Co. 


H 


Brown, Inc 


Hager & Sons — Mfg. 
Gan 


Hanson Co., Henry L. 
| Helin Tackle Co. 


va | Hillerich and Bradsby Co.., 


107 | Hindley Mfg. Co. 


47 | Hines-Park Foods, Inc. (Dun- 
can-Hines Institute) . 109 


37 


27 
Cc 


Champion DeArment Tool 
Co. 


Chicago Metailic Mfg. 
Cleveland Mills Co. 


Co. 


sumer Products Div., 


a 
Ware ee 


a1 Hooven & Allison Co. 
ae Hoppe Co., Frank A. 
pe | Hydroponic Chemical Co. 


Hy-Ko Products Co. 


G. N. 


138 
Crescent Tool Co. 


D | 


| J 
26 | 
Jefferson Screw Corp. 
125 | 


| 142) 


Daisy Mfg. Co. 


Dayton Bait & Marine 
Products Co. 


H. K. Porter Seon Mfg. Co., Inc 


45 | Keil Lock Co.., 


Krylon, Inc. 


Inc., ie - | Kwikset Sales & Service Co. 


Auto Products 
50 


| DuPont de Nemours & Co., 


’ 
' 


| 


Inc., E. I. Palychemicals— L 
Tynex Peiet Brush .24- 25 
_Lake Chemical Co. 


E “Lee Mfg. Co. 


Libbey Glass Div. Owens 


cite Sales Corp. ......... 138 | Illinois Glass Co. 





Libbey, Owens, Ford Glass 
Co. Window Glass 


Liberty Distributors, Inc. 
Little Giant Pump Co. 
Loma Industries 


Lummis Mfg. Co. 


M 


Marshalitown Trowel Co. 

Master Lock Co. 

Miller Co., 

Molly Corp. 

Mossberg & Sons, 
O. F. 


Robert E. 


Inc., 


New York Wire Cloth Co. 
Nichimen Co., Inc 
Nicholson File Co. 
North & Judd Mfg. Co. 


oO 


Olin Mathieson Chemical 
Corp. Winchester Western 


Te eetiah i .120-121 


Osrow deities es 3 


Pp 
P.M.E. Company 


Parker Sweeper Co. 
Pennsylvania Saw Corp. 


Pittsburgh Plate Glass Co. 


Pennveron Div. 
Plumb, Inc., Fayette R... 
Plymouth Cordage Co. 


Porter Co., H. K. Disston 
Div. | 


Progress Refrig. erator Co. 


fe) 
Quickie Mfg. 


Red Devil Tools 


Remington Hardware Co., 
Inc. 


Remington Arms Co. E. 
DuPont de Nemours y 
Co., Inc. 


Richard-Wilcox Mfg. 
eral Hardware Div. 


Rust-Oleum Corp. 


S 


Samson Cordage Works 


Savage Arms Corp. Sport- 
ing Arms Div. 


Savogran Co. 


. 148- 


. 165) 


118-119 


Security Storm Lock & Hard- 
ware Co. .. 


149 


Simonsen Industries, Inc. 


. 147 Simonds Saw & Steel Co. 


Southern Shellac Mfg. Co. 
Standard Screw Co. 


Star Mfg. Co. Div of Illinois 
lron & Bolt Co. | 


Steelcraft Tool Corp. 
Stevens Walden, Inc 
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Tate Co., E. H...132, 166, 
Taylor Chain Co., 
Ss. S. 


Inc., 


Thompson Co., E. A. 
Tier-Rack Corp. 

True Temper Corp. 

Tryon Co., Edward K. 

Tujax Electric Supply Corp. 





U 
Unien Carbide Consumer 
Products Co. 


Union Carbide Consumer 
Products Co. Div. of 
Union Carbide Corp. ... 33 


46 
| Union Steel Chest Corp.... 110 
U. S. Graphite Co. 


United States Rubber Co. 
Cycle Tire Dept 


Upson Brothers, Inc. 





156 


‘Vv 


Volkswagen of America, 


gee | .... 16-17 


Ww 


Washburn Co. a 
Wear-Ever Aluminum, Inc. 94-95 
Wessel Hardware Corp.... 137 


Westinghouse Electric Corp. 
Lighting Div. ..... 30 


Wheeling Corrugating Co. 99 
Wickwire Brothers, Inc. 105 
Woodhill Chemical Co. 
| Wright & McGill Co. 
161 | Wrought Washer Mfg. Co. 

| 














Y 
Yale & Towne Mfg. Co. Lock 
& Hardware Div. 
Yoder Mfg. Co. . 


Yuba Power Products, Inc. 
A Sub. of Yuba Consoli- 
dated Industries, Inc... .20-21 


Z 
Wm. 





Zinsser & Co.., 


GOOD EARTH 
long handle garden tools 


. - produced with the usual 
Great Neck quality — 


for profits! Alloy tool steel heads 


finished in rich blue. 
Ww 


. «A 





flame-hardened handles - - 
finest available. 


BR-15 

BOW RAKE 

15 curved teeth on a 15” 
wide head. Teeth are 
2%,” in length. Handle is 
5 feet long. 


DW-36 LONG HANDLE 
WEEDING TOOL 


42” overall length. Handle is 
36” long for use in standing 
position. Hardened and 
tempered, chisel-sharp 
alloy tool-steel blade. 
Tapered, nickel- 

plated ferrule. 


LR-14 
LEVEL 


HEAD RAKE 


14 curved teeth balanced 
on a 14” wide head. 
Teeth are 214” in length. 
Handle is 54 feet long. 


TE-6 TURF EDGER 


Biue-finished alloy-stee! blade 
measures 9” x 5” 

combined with a 4 foot 
handle. 


GS-3 GRASS SLASHER 


Hardened and tempered alloy tool-steel, ser- 
rated double edge cutlery cutting blade and 
nickel-plated ferrule. Balanced swings per- 
mit full 844” cuts of grass or weeds from 
both sides. Overall length, 37”. 


GREAT NECK TOOLS ARE NATIONALLY ADVERTISED 


GREAT NECK 
SH MANUFACTURERS, 


Want more facts? Circle 223, p. 97 
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) TOOL BOX 
OF THE 


| 
| 
| 
| MONTH 
| 
| 
| 
| 





The largest box of its 
kind drawn from one 
piece of metal. Deep 





| drawn, seamless tool 
built to gov't specs; 4 
cantilever trays with ad- 
| justable dividers; cov- 





ered top trays; electro- 
welded, continuous piano 184DG 

hinges. Model 18"' (184 

DG); 22"' (224 DG). SIMONSEN INDUSTRIES, INC. 


1414 S. Michigan Ave., Chicago 5, Ill 
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KRYLON 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good Housekeeping, 
Better Homes & Gardens, American Home, McCail’s, Ladies’ 
Home Journal, House & Garden, Living for Young Home- 
makers, House Beautiful, Popular Mechanics, Popular Science, 
Mechanix Illustrated, Science & Mechanics, Sports Illustrated, 
and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORPISTOWN, PA. 
Want more facts? Circle 227, p. 97 



























E. H. TATE CO. 














Furniture Rest — Pintle Type 








o 


U . 
79 WORTH 
BETTER HOUSEHOLD | IT! 
HARDWARE SINCE 1872 


© 251 CAUSEWAY ST. © BOSTON, MASS. | DE WITT PRODUCTS CO. 
Want more facts? Circle 225, p. 97 | 5858 PLUMER ST. + DETROIT 9, MICH. 


SY ADE WW 2: 
Q RET 
THE SNOW WHITE PLASTIC IN A TUBE iS EASY 
TUB AND hE LE 



















AND 
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Rubber Expander 
Tubular Glide 





Upholstery Nail 











= 


a tein 




















Monepoint Glide 





Rubber 
Crutch Tip Bakelite Furniture Rest 
IG ICO 
Single preng 


Bakelite Caster Cup 





A\\\\\\\ 
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wl 
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Adjustable Rubber | Adjustabie Tubular 
Cushion Glide Spring Type 











PROMPT SHIPMENT 
Ask your jobber, if he is not supplied, write 
ROBERT E. MILLER & CO., INC., 


35 Pearl St.. New York 4. N. Y. 
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Faultless Caster 


ah, T.M. 
designed to increase Caster sales, 
boost profits for retail 
hardware stores! 


Selection of eye-catching Caster Card-Paks conforms to NRHA 

T H db k d : N d . h 1 Informative brochure 
urnover Handbook recommendations. New, decorative whee at: Ghiidin hah tutets 

colors—white, black, and clear—plus choice of 5 stem casters, i available from your 


local Wholesaler or 


4 plate casters, and nail-on glide fill 80% of your customers’ needs. = from Faultless. 


Protective Cleeve 


Each Caster set is shipped to you in pro- 


In the Rind 


Caster Card-Paks stand up or can be tiered 
to make a display with customer appeal! sturdily from pegboard wall fixtures! tective, colorful sleeve that acts as a box! 


Caster Card-Paks are designed to hang 


Faultless Caster Corporation Evansville 7, indiana Faultless 


Branch Offices in principal cities of the U.S.; see the Yellow Pages of Casters 
the telephone book under “Casters.” Canada: Stratford, Ontario 





